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Record’s Greatest Month 


PRONOUNCED ADVERTISING GAINS OVER 
ALL PHILADELPHIA PAPERS. 


October, 1901 556,920 lines 
October, 1900 





97,944 “ 


(This is the largest amount of display advertising ever carried 
by any Philadelphia paper.) 


The Philadelphia Record printed 


90,445 more lines of display ad- 
vertising in October than the 
next nearest paper. 


PHILADELPHIA’S GREATEST CIRCULATION 


Daily average, October, 1901 191,945 
Daily average, October, 1900 186,096 
Average daily October gain.... 5,849 


Sunday average, October, ‘1901. .++ 174,699 
Sunday average, October, 1900.... 159,441 


Average Sunday October gain.. 15,258 


The Philadelphia Record has a 
greater circulation, both daily and 


Sunday, than any other paper 
in Philadelphia. 


25c. a line, daily and Sunday. 
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THE PITTSBURGH 
COMMERCIAL GAZETTE 


has for over a century been one of the 
leading and most influential papers in this 
State. Within the past year it has taken 


FIRST PLACE IN PITTSBURCH 


AMONG THE MORNING DAILY 
PAPERS. It has heretofore never had 
aSUNDAY ISSUE. Nov. 10 will mark 
the first appearance of 


THE SUNDAY PITTSBURGH 
COMMERGIAL GAZETTE 


Cuaranteed Paid Circulation, 50,000, 


a handsome 36-page paper, with Illus- 
trated Supplement printed on book paper. 
The same excellent features—enterprise, 
special pages, cleanliness—will charac- 
terize the Sunday issue. If you are not 
a user of its columns, why not 


BECIN WITH THE SUNDAY ISSUE? 


Rates or further information upon request. 


J. E. VAN DOREN SPECIAL AGENCY, 


407-410 Temple Court, 1105-1106 Boyce Building, 


NEW YORK. CHICAGO. 
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VoL. XXX VII. NEW YORK, 


THE WORLD'S FAMOUS 
TRADE JOURNAL. 


Beyond al] doubt the Jron Age is 
the foremost trade journal in the 
world. Moreover, it is one of the 
world’s foremost journals, leaving 
off the “trade” altogether. 

A good trade journal is every 
whit as important to human prog- 


NOVEMBER 13, IQOI. No. 7. 
has lately set up his throne in 
America. Through it he issues his 


royal mandates, and what he is do- 
ing or proposes to do is of deep 
import to other rulers—captains of 
industry, transportation, finance, 
shipping, mining, war, government 
and diplomacy. So the Jron Age 
to five hundred separate 
places in fifty foreign countries, to 





goes 





ress as a good newspaper, and the engineers, architects, statistic- 
much more important than a bad ians, army and.naval officers, ag- 
one. The news- ricultural and 
paper is, upon scientific ex- 
the whole, perts generally 
somewhat over- of the United 
rated. At its States govern- 
best it touches ment, to the 
many sides of rulers of the 
life hastily and earth and their 
super ficially, servants, and 


its 
gives 


while 
worst 


at 


it 





to every mortal 
every where 











publicity to who is_ con- 
many things cerned with 
that do not iron or any- 
concern any thing that de- 
healthy mortal. pends upon it. 
But a _ good The Canadian 
trade journal is government 
part of the for- takes 54 copies. 
ward march of The Associated 
the race, more Press tele- 
especially if it graphs its mar- 
represent one of ket reports 
the race’s great broadcast, and 
Staples. the mewspapers 
_ The Iron Age Davip WIAs, of Great Brit- 
‘4 the expres- Proprietor of the /ron Age. ain and Ger- 
sion and the many go to the 
printed literature of iron, and expense of cable tolls for the same 


iron is an absolute fact in this 
world of ours—a fact as big and as 
unshakable as hunger or death. 
Every Wednesday night it 
printed at 234 William street, New . 
York, and every Thursday’s dawn 
finds it on its way to uttermost 
ends of the earth, bearing the New 
York date line. But it is no more 
a New York publication than the 
Sun. It is the court organ of King 
Iron, one of the world’s rulers who 


is 


end. One of the most unique 
compliments ever paid its pub- 
lisher came from a thrifty Ger- 
man manufacturer who recently 
stopped his subscription because 
the dailies of the Fatherland had 
accurate transcripts of the Jron 
Age’s market reports. 

There are other facts and fig- 
ures that show its importance. It 
has, for example, a complete edi- 
torial office and staff in Chicago, 
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and through it catches the spirit of 
the growing West. It has its spe- 
cial correspondents in London, 
England generally, Germany, Bel- 
gium, Philadelphia, Cleveland, St. 
Louis, Louisville, Cincinnati, Bir- 
mingham (Ala.), and Pittsburg. 
Think of Pittsburg without an 
Iron Age! Its contributors are 
the iron and metal men of the 
whole globe. It prints each week 
several thousand words of tele- 
graph news and quotations, and no 
littlest item ever gets into its col- 
umns until it has been verified by 
some one who is authority upon 
the matter it touches. 

Its mere size is impressive. In 
1900 it printed 2,772 pages of read- 
ing matter, averaging a newspaper 
column and a half to the page. In 
the same year it printed 8,114 
pages of advertisements—an area 
of advertising space equal to over 
16,000 pages of Harper's Magazine. 
Each issue is a book of from 220 
to 250 or more pages, containing 
70 pages of reading matter and the 
advertisements of from 1,100 to 
Its weekly 
advertising index is practically a 
directory of the iron, steel, metal, 
machinery and hardware indus- 
tries of America. 

Its mechanical equipment is one 
of the best among the great print- 
ing plants of New York. It in- 
cludes 17 cylinder presses, 8 Mer- 
genthalers, a job department, bind- 
ery, art department, mailing-room 
and ink making plant. The 
tem for making its bulky edition is 
so perfect that the bindery follows 
the presses within fifty copies on 
publication night, and the post- 
office has the last mail bag at two 
o'clock on Thursday morning. 

Its editorial, business and me- 
chanical forces employ from 250 to 
300 persons. In addition to the 
Iron Age, the Metal Worker, Car- 
pentry and Building and many 
technical books, its press prints 
eighteen periodicals for outside 
publishers. Among these are the 
Outlook, Independent, Dramatic 
Mirror, American Economist, Fi- 
nancial Chronicle and American 
Druggist. With two exceptions all 
these publications are handled in 
every detail, the “copy” being re- 
ceived in the composing room and 


1,300 separate firms. 


sys- 


the finished periodical put into the 
mails. 

The real substantiality, influence 
and spirit of the Jron Age, how- 
ever, are to be altogether embod- 
ied in figures, for the Jron Age is 
the net result of the life of its pub- 
lisher, David Williams. 

In London in 1859 a trade journal 
was established under the name of 
The Ironmonger—a journal that 
has since grown to be representa- 
tive of the iron interests of the 
United Kingdom. In the very 
same year John Williams, who had 
been publishing The Hardware- 
Man’s Newspaper at Middletown, 
N. Y., since 1856, changed the 
name of his paper to the Jron 
alge. Many hard, hard heads have 
lately hunted reasons for Ameri- 
ca’s sudden invasion of the iron 
markets of Great Britain, and 
many a hard, hard reason has been 
found. But the difference between 
“Ironmonger” and “Iron Age” 
seems to be the clearest reason of 
all—the difference between a na- 
tion that proposed to deal in iron 
and one which meant to fashion it 
into an era. Fate is almost mathe- 
matical in writing these trifles into 
history. They do not come wholly 
by chance. 

In naming the Jron Age John 
Williams expressed his faith in 
the greatness that America would 
achieve through her iron. The 
journal took on its new name at a 
period when there was little except 
faith to warrant it. American pro- 
duction of iron and metal manu- 
factures was pitifully insignificant, 
most of the country’s supplies com- 
ing from abroad. But John Wil- 
liams’ faith was deep, for he saw 
far. His earnest little monthly 
stood staunchly for encouragement 
of home production, development 
of Yankee inventive genius, direct 
dealing between maker and con- 
sumer and the furthering of every- 
thing that would help America to 
come into her heritage. That his 
faith and his principles were sound 
and right is shown by the journal 
that has grown out of them. 

David Williams, his son, was 
born in Ireland in 1841. As a boy 
of fifteen he helped wrap and mail 
the first number of the Hardware- 
Man’s Newspaper, and from that 
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time became part of the new enter- 
prise, continuing in its interest un- 
til it practically became a part of 
him. 

“It was intended that I should 
go to college,” he says; “but when 
the time came, in 1857, circum 
stances forbade. So father told 
me that he would do the next best 
thing for me—put me in a printing 
office. That, he said, was the one 
place in which a boy of intelligence 
could most easily start without 
capital The paper was printed 
outside by contract then, so I went 
into a printing office in Middle- 
town. John S. King, who has been 
with me all these years, saving the 
time that he served in the army 
during the civil war, was my fel- 
low apprentice. We are of the 
same age, with the difference of a 
few months, and have worked to- 
gether all our lives. I stayed at 
the printing business uutil the 
early sixties, learning it thorough- 
ly; so, first and foremost, I am a 
printer, and I believe that a coun- 
try printing office is the best school 
in the world. 

“About 1863 I came to New 
York, and in 1864 we moved the 
paper here. We established a lit- 
tle composing room in a place not 
so large as my private office here, 
and our outfit of second-hand type 
cost us about one-twelfth of the 
value of one of our cylinder 
presses. In those days I was print- 
er, editor, manager and devil com- 
bined. It is, perhaps, a fault of 
mine that I did not foresee the 
real field for the paper in the be- 
ginning, nor did I know what the 
trade really needed. I worked 
along, however, knowing that it 
must grow into something. 
Growth was slow at first. It has 
always been steady, even, healthy 
growth. My father died in 1868 
and I came into full charge. 

“In its old form the Jron Age 
was a sheet the size of a daily, and 
as pages were added from time to 
time it became unmanageable. By 
1873 it had grown to be thi e largest 


newspaper in the world, so we re- 
duced it to a sheet about twice the 
size of the present form. The 


Magazine size, which has since 
een accepted as a standard by the 
trade press generally, was first 


adopted by the Jron Age in 1888. 
The departure was radical, for at 
that time the making of a publica- 
tion of that sort presented many 
mechanical difficulties that have 
since been overcome and forgotten. 

“Since 1884 the /ron Age has 
been printed entirely within its 
own plant. Before that the paper 
had had its own composing room, 
and the forms were sent outside 
to be printed. But we found it 
very difficult to get the class of 
work demanded by enterprising 
publishers. Good printers would 
not work nights, and we had other 
difficulties. It is hard to hold 
other folks’ employees up to a 
standard. So in 1884 we began 
with five cylinders. We soon 
found that other publishers were 
in the same boat, and we began to 
build up a printing business. In 
these seventeen years we have suc- 
ceeded in securing customers who 
are liberal and for whom we can 
work with considerable personal 
satisfaction. We have several good 
rules for our printing business. 
One is to take no work that we 
cannot do in the time specified, and 
once promised we spare no ex- 
pense in getting it out. Then, we 
are able to throw our entire force 
upon a special piece of work. Our 
press room runs an average of four 
nights a week, and we are usually 
busy in the bindery and composing 
rooms. In one month recently 
there were 25 working days of 
nine hours each, but in that month 
we worked 30 days of 23 hours 
each. ; 

“T attribute my personal success 
partly to the fact that I very soon 
found out that the work of other 
people with which I was satisfied 
was always better than my own 
work —, which I was satisfied. 
The Jron Age is the product of the 
men who ye e been associated 
with me. I have been called a 
good judge of men, but I am con- 
scious of not knowing so much of 
them as I am believed to know. I 
try men in small places first, and, 


as they prove competent or incom- 


petent, advance them or put them 
into suitable minor places. A man 
who cannot run fast freight trains 
may make an excellent brakeman. 
It is a source of considerable pride 
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and satisfaction to me that I have 
so many old employees about me. 
Id lieve in shelving a man 
who has grown old in my service. 
We have just been making some 
schedules of our employees’ terms 
of service, and we find three men 
in the composing room who have 
been there 38, 32 and 24 years re 
pectively. Four others have been 
there over 1§ years, fourteen more 
over 10 years and the remainder 
anywhere from a year to nine 
years. Mr. Charles Kirchhoff, the 
editor of the /ron Age, has been 
with us since 1877, and the larger 
number of the members of ; 

staff have been upon the paper 
from 15 to 20 years. Five of Mr. 
King's staff have been here since 
1884, and our very agents have 
served terms of the same length. 
These men have made the paper. 
I can go to Europe to-morrow, 
knowing that things will continue 
as though I were here. New men 


i do not be SHCA 
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are emerging gradually, too, and 
the policy and spirit of the /ron 
Age can be continued for many 
more years than I care to think 


of.” 

In attributing the development 
of the Jron Age to his employees 
Mr. Williams tells but half of the 
story, for he is mortally afraid of 
a capital “I.” These self-same em- 
ployees will pounce upon an inter- 
viewer in dark halls and tell the 
other side—how the larger credit 
must be posted upon Mr. Williams’ 
side of the ledger, how old em- 
ployees in the humblest places are 
retained long after they have be- 
come the merest putterers, and 
how one ancient servitor drew his 
pay during the last two years of 
his life after he had become too 
feeble to even come to the office. 
Nor, if an interviewer be acute, is 
it very difficult to see where such 
treatment has direct bearing upon 
the efficiency and spirit of the 
whole staff. 

The policy of the Jron Age has 
always been one of energy and en- 
terprise, tempered with whole- 
some, conservative regard for ac- 
curacy in everything printed upon 
its pages. It is the policy that has 
enabled the journal to keep pace 
with the marvellous growth of 
American metal manufactures and 


INK. 


to hold its place as their organ, 
Mr. Williams himself defines it as 
“the policy of i ill that 
we know.” Accuracy never gives 
place to the news-hunting instinct, 
and nothing gets into type until it 
has been substantiated with pre- 
cautions that would seem ridicu- 
lous to many 

“The daily press treats iron and 
metal interests in but a few of 
their phases, and its treatment is 
naturally unauthoritative said 
Mr. Kitchhoff. “The /ron Age isan 
authority. Our matter comes from 
reliable sources, and much of it is 
worth ‘featuring.’ We never ‘feat 
ure,” however, Even in so pardon 
able an instance as our fortieth an 
niversary number, when he had ar 
ticles from Andrew Carnegie, O., 
W. Potter, James Douglas, John 
Stanton, Edward A. Caswell and 
the very brains of the metal world, 
we contented ourselves with our 
quiet, humdrum headings. All of 
our matter is paid for, and we sel- 
dom use clippings. We have clip- 
ping bureau service, but the dozen 
items that it brings us represent 
the sorting of a peck of chaff. Our 
New York staft weathers much of 
our news, and we send men to all 
conventions. Five from the home 
office are covering the present 
Cleveland convention of the Na- 
tional Hardware Association. 
Nearly all of our illustrations are 
drawn in our own art department, 
the exceptions being a few pictures 
that we consider good enough to 
print as they are sent us. We get 
telegraph markets the last thing 
before going to press, and our 
market summary is the final mat- 
ter to go into the forms. We have 
no cable service. The metal world 
has shifted to this side of the At- 
lantic in the last few years. We 
did print a cable report a few years 
ago, but when we concluded that 
the time had come to drop it, no 
one seemed to miss it. We are 
busy keeping track of the things 
that are being done in America. 
Not so many moons ago the Jron 
Age predicted editorially that the 
balance of pig iron production 
would fall to the United States in 
a certain year. Our estimates were 
carefully worked out, but they ex- 
cited derision on the other side, 


nevei lei 
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especially in England. “The brag- 
ging Yankees are at it again, was 
the cr But at the end i thal 
year the lance swung our way, 
and has been with us ever since. 
The /ron Age has always given 
about half of its space to hardware 
matters, and the hardware editor- 
ial department, in charge of Mr. 
Williams’ brother, R. R. Williams, 
is separate from that of Mr. Kirch- 
hoff. Telegraph markets are re- 
ceived from important points, and 
the quotation summaries form an 
important feature of the journal, 


re ha 


Special attention is given to store 
and advertising sug 


management 
estions, and the department en 
— to deal with the hardware 
dealer's needs in a vital manner. 
Mr. Williams has held their edi- 
torship 20 years, and has compiled 
several valuable books upon store 
management and retailing econ- 
omy. 
Upon 
lron Age 
ad that we 
Age more valuable 
reference,” is Mr. 
note. The vast 


its advertising side the 
is stupendous. “Every 
can get makes the /ron 
as a book of 
Williams’ key- 
majority of its 
advertisers make no effort in the 
direction of what is considered 
modern advertising, being content 
to mention their names, addresses 
and commodities. All ads are 
carefully indexed in each number, 
as well as commodities, and once 
a year a supplement index is is- 
sued, containing references to all 
the ads for twelve months. These 
indices are really better ads than 
the space itself. Mr. Williams be- 
lieves that the system of advertis- 
ing generally followed by his ad- 
vertisers is best for them—that 
“lively” advertising is hardly ap- 
plicable to their needs in such a 
journal. Advertising is solicited 
by agents in assigned territory, 
each man having a free hand in 
his own. 

The waiting list for preferred 
position on the first page of the 
cover will more than fill that page 
for five years. When the reduc- 
tion to the present size was made 
in 1888 it was found that 84 users 
of preferred cover space would 
have to be accommodatel in half 
the old area. Each advertiser was 
offered half his former space at 


the old price, and all accepted 
without protest. Hundreds of in- 
juiries arc received each month 
from people in search of makers 
of out-of-the-way metal products, 
One man in the business office is 
kept busy attending to these in- 
quiries. Articles are sought in the 
open market, and if they are man- 
ufactured by an advertiser he is 
favored. But as a rule the ser 
vice benefits non-advertisers far 
more than it does buyers of space. 

In 1900 the /ron Age collated a 
library of catalogues and printed 
matter of 5,000 manufacturers in 
the industries it represents. This 
collection was indexed, catalogued 
and sent to the Paris Exposition, 
where it attracted wide attention 
from Continental buyers and man- 
ufacturers. Later it was moved 
to London, and is now at the Lon- 
don office of the paper. Fifteen 
thousand copies of the catalogue 
of this library were sent out 
through Europe. The paper holds 
silver medals from the Paris Ex- 
positions of 1878 and 1889, a gold 
medal from that of last year, as 
well as the highest award from the 
World's Fair at Chicago. 

So, upon the whole, the Jron 
Age is the foremost trade paper in 
the world to-day. 

Jas. H. Coitrns, 


> 


Take off your hat to the successful 
advertiser—where one succeeds dozens 
fail.—The Advisor. 


a 
NEWSPAPER EXPRESSION ILLUS- 
TRATED. 


“A VERY STRONG AND AGGRESSIVE ARTI- 


CLE.” 
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DESTROYING A TRA- 
DITION. 


It has become a_ recognized 
principle with progressive and 
enterprising advertisers that all 
seasons are seasonable. More and 
more there is a tendency not to 
“let up” at any time, but to keep 
everlastingly at it, year in and 
year out. It is not so many years 
ago that throughout the month of 
August, for example, all the met- 
ropolitan dailies would suffer 
from such a dearth of announce- 
ments, that even the most pros- 
perous would make a very poor 
showing, as compared to their col- 
umns in brisker periods, or as 
compared with themselves at all 
times now. That this is a pros- 
perous indication goes without 
saying. It is very encouraging 
also, pointing out as it surely 
ought and undoubtedly does, that 
it lies within the power of the 
business men of every community 
to transform a comparative period 
of stagnation into an era when 


there is enough doing to justify a 
reasonable outlay for publicity. 
For it is not to be doubted that 


some trade will always follow 
shrewd advertising, even under 
adverse conditions. The logic of 
this proposition is both simple and 
convincing. Take as an illustra- 
tion the case of almost any mer- 
chant who has, during the course 
of his career heretofore, been ac- 
customed to withdraw his an- 
nouncements in the daily newspa- 
pers during the heated months. 
He has previously argued that 
people are not disposed to buy at 
such. a time. A ‘very large pro- 
portion of his customers are 
away from town, too, throughout 
the entire summer. Most of his 
competitors, besides, have also 
discontinued their advertising. 
And everybody seems to have 
“that tired feeling,’ which, truth 
to tell, is at the bottom of the 
stagnation. 

So he wakes up and determines 
to do a little rattling among the 
dry bones—to see whether he can- 
not galvanize the corpse. 

His first conclusion thereupon 
is to the effect that if he wishes 
to give the attempt the best 
chance of succeeding, he must 
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make it worth the people’s while 
to buy. So he reasons, “I must 
make my advertisements trade 
compelling—they shall be attract- 
ive; they shall offer something 
that the people will be in the 
mood to buy; they must offer this 
in a way that will draw and hold 
their attention at a time when 
they are listless and disinclined. 
And lastly, the price must be such 
that it is an obvious inducement.” 

Having summed up the require- 
ments of the situation thus, is it 
to be doubted that this merchant 
will find a reward for his altered 
course? As he masters what 
must seem like ‘a crucial juncture, 
he will undoubtedly find more 
and more justification. A time 
like this ought to prove a golden 
opportunity for the renovation of 
his stock; for unloading all that 
is old, or shop-worn, or undesir- 
able, to give room for new styles, 
for fresh fashions, for goods more 
in accord with the taste of the 
day. This indeed is one of the 
most legitimate occasions for the 
presentation of “leaders” or “bar- 
gains,” and employed in this man- 
ner becomes a benefit to the whole 
community, transforming dull 
days into brisk ones, and ‘cireu- 
lating money which otherwise 
might have been kept locked 
away. 

If he is the only merchant in 
the community who has seen this 
chance and. taken advantage of it, 
it is safe to say that it will surely 
pay him. If more follow his 
course, undoubtedly it will pay all 
of them. 

Independence of thought and of 
action are as much to be com- 
mended in business as in any 
other walk of life. In the days 
when people were satisfied with 
modest results, there was less 
need of it. But now when the 
struggle daily grows heavier, and 
when it is ever more difficult to 
keep from being submerged, it be- 
comes more necessary to exefcise 
this independence. This being the 
case, it is not likely that all times 
of the year will not prove 
times for those who seek to make 


them so. 
——__+0+ 
THE advertiser must expect to eff 0c: 
casionally—but never make the~ same 
mistake twice.—The Advisor. 
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900,000 Women 
Will be Interested in This 


Beginning with January eight extra 
pages will be added to each number 
of THE Lapies’ HoME JouRNAL to 


accommodate the new department 








about woman’s clothes—the most 








complete ever attempted by a general 


magazine. 


The Curtis Publishing Company 
Philadelphia 
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ADVERTISING BY REPUTA- 
TION. 


THE NEWSPAPERS HELP, BUT ARE 
NOT PAID FOR IT— PUBLICITY 
WORTH FORTUNES FREELY GIVEN 
AWAY—HOW A REPUTATION AD- 
VERTISES—-A CHEAP WAY TO FAME 
AND FORTUNE, 


It does not always cost a lot of 
money to be well advertised. Some 
people can even worry along with- 
out a publicity adviser, doctor of 
advertising, ad-smith, or any crea- 
ture of that ilk. He can make ev- 
ery newspaper editor in the Unit- 
ed States his advance agent and 
press representative if he only 
goes the right way about it. 

The man who can stand on his 
head and whistle through his el- 
bow will be regarded as sufficient 
of a freak to merit mention in the 
newspapers, if he can lift a sack 
of potatoes with his little toe the 
editors of the big dailies will take 
care that his portrait is given 
plenty of space in their sheets, 


with a complete biography of the 


freak from his cradle up to the 
minute. He is a novelty and that 
is enough! It will insure him 
more publicity and newspaper at- 
tention than if he were to reclaim 
a dozen sinners, or invent a new 
scheme for saving gas bills. 

The last dozen years has seen 
the rise of half a dozen keepers of 
cafes who would never have been 
known as such had they not grad- 
uated as_ pugilistic champions. 
Seems the most natural thing in 
the world to drift from the prize 
ring on to the stage, and thence 
into a “well-known uptown bar” 
as proprietor. All the time the 
papers keep chronicling your do- 
ings. Never mind what your 
moral or commercial character 
may be, the newspapers will help 
you all they can to some kind of 
profitable eminence so long as you 
keep on knocking out your adver- 
saries with upper cuts, left hand- 
ers or taps in the “solar plexus.” 
Being considered “a great gun,” 
you will appropriately be “cannon- 
ized” by the press and public. 

Now let us look backward. We 
have had Sullivan, Corbett, Kid 
McCoy and a long line of wres- 
tlers and boxers who have, by the 
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evident predominance of brawn 
over brains, forced themselves 
into the public view. After qual- 
ifying as a fighting gladiator, each 
aspired to histrionic honors and 
sought to elevate the stage—or to 
“hold it up’—the meaning is about 
the same anyway. After the pub- 
lic got tired, the pugilist-actor re- 
tired, and, of course, opened a 
“cafe.” During the process of 
publicity newspapers vied with 
one another in seeing how much 
space they could give to the slug- 
ger. If Sullivan happened to 
change his shirt oftener than on 
Sunday, the paper had a_para- 
graph about it. If Corbett dis- 
agreed with his wife as to what 
kind of porous plaster he should 
wear, it meant a good half column 
story in the newspapers. If Mc- 
Coy went down to the sea in a 
bathing suit and gave himself a 
necessary ablution the papers had 
it next morning as a most impor- 
tant piece of news. 

Not one of the pugilist-actor- 
hotel-keepers ever advertised 
when he got settled down “behind 
the bar.” It wasn’t necessary. 
They were well enough known to 
attract crowds of sporting men 
and curiosity seekers, and every 
visitor to town who had any 
“sporting blood” in him had to go 
see the place kept by “John,” 
or “Jem,” or the “Kid.” But the 
newspapers did it all and didn’t 
collect a cent for the advertising. 
They will tell you that they had to 
mention the man often because of 
his reputation, forgetting, perhaps, 
that it was themselves helped to 
give him that reputation. From 
which it would appear that the 
best way to get free advertising is 
first to get a reputation. Sounds 
like reversing things, but that is 
the only explanation possible. 
First make your reputation, then 
advertising will be thrown at you 
in huge bouquets that cost abso- 
lutely nothing, and are waiting for 
you on every side. 

Now, you who want to adver- 
tise on the cheap—go make your 
reputations ! ; 

Sometimes, however, reputation 
of another and higher class makes 
excellent advertising, and no fault 
can be found with it, for the rea- 
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son that it is eminently respect- 
able. Still adhering to the cafes, 
there are many in New York that 
have earned their wide fame on 
account of the lavish decorations 
or collection of art treasures and 
curios. Such, for instance, is 

“Stewart’s,” in Warren street, a 
place only frequented by the po- 
litical and literary denizens of 
City Hall Park, and the occasion- 
al group of curiosity seekers who 
have heard, thousands of miles 
away, that “Stewart’s” was one 
of the sights of New York, and 
who make it a point to visit the 
place when they come here. This 
establishment is a veritable art 
gallery, and the paintings inside 
the saloon have been valued at up- 
wards of $200,000. There is also 
a collection of curios which are 
extremely interesting to the man 
in search of rarities. 

“Cobweb Hall,” in Duane street, 
on account of its name and tradi- 
tions, has drawn thousands of vis- 
itors yearly, and even at the pres- 
ent time, in the midst of modern 
improvements going on all around 
it, it still preserves the “signs of 
the spider” on its low ceilings, 
and still retains its musty smell. 

The reputation for doing some- 
thing particularly well will often 
prove a profitable advertisement. 
In a cafe, it may be mixing drinks, 
in a restaurant, the preparation of 
special dishes in a superior style. 
I have known men go a mile out 
of their way to get a particular 
dish served to their satisfaction, 
or to go many blocks out of their 
way to get a particular drink—the 
“chef d’oeuvre”’ of the bartender 
at some cafe. 

But these latter attractions are 
not noticed by the newspapers— 
oh, no! The publishers would 
quickly tell the restaurant or sa- 
loon keeper to put up the cash for 
publicity, were they asked to give 
them a free notice. And yet it is 
much more valuable information 
to the average citizen—more ben- 
eficial to him to know where he 
can get a good meal or an honest 
drink than to be served ad nau- 
seam with the 
“Bill Punchbag’s cafe was crowd- 
ed last night discussing the forth- 
coming fight with Jem Nokoffer 


information that . 
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and Pat Counter,” or that “Bill 
Punchbag has just declined an- 
other big offer to star with Fluffy 
Mary, the heavy-weight actress, in 
her new and ponderous drama.” 

When the advertiser who uses 
columns of space every week at 
25 and 30 cents per line sees the 
above kind of twaddle shoved in 
every available corner of the same 
newspapers “to fill up,” and re- 
flects how mercilessly the publish- 
ers of those papers refused his 
plea for a “little reading notice 
free” last week, he is apt to grind 
his teeth in impotent anger and 
wonder what kind of a world this 
is anyhow! The man who spends 
no money at all in the papers is all 
right, the man who spends plenty 
of it all the year round gets—left. 

Joun S. Grey. 

THE expert who undertakes to 
write ads for you from an impar- 
tial, outside standpoint generally 
does well enough, ‘provided he 
doesn’t get too far outside. 

> 
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BOSTON LETTER. 


The R. H. White Company, em- 
ploying about 2,500 clerks in their 
65 departments and occupying a 
veritable roofed city, comprising 
buildings with 260,000 square feet 
of floor space, will discontinue the 
jobbing of dry goods and notions 
on January I, to more largely en- 
gage in the mail-order trade, and 
will become extensive out-of-town 
advertisers on the plan of the two 
great Chicago mail-order houses 
of Montgomery Ward & Company 
and Sears, Roebuck & Company, 
only they intend to rely more on 
newspaper advertising than cata- 
logues to draw country trade. 

B. G. Underwood, late of New 
York City, but now a resident of 
Boston, is doing good work in 
Washington for a number of 
newspaper publishers who are 
afraid the new postal regulations 
and rulings will affect their publi- 
cations. 

At the Harvard-Carlisle football 
games the other day 15,000 people 
attended, and at least half this 
number were reminded or remark- 
ed how much the referee looked 
like Prof. Munyon. Of course 
they nearly all spoke of the peo- 
ple’s physician as “Dr.’”’ Munyon. 

The “Uneeda” display at the 
Food Fair has been made one of 
the most attractive features of the 
exhibition. The roof of the booth 
is slated with light and dark crack- 
ers, and the light ones are so ar- 
ranged as to spell “Uneeda.” In 
the interior is constructed a high 
fireplace, the mantle being made of 
In-er-seal packages, which resem- 
ble bricks. From two large old- 
fashioned kettles the samples are 
distributed, and these are inclosed 
in a very artistic envelope, which 
in itself is an excellent souvenir of 
the Fair. 

The churches of the Hub have 
combined and placed in the lead- 
ing hotels a large frame contain- 
ing a complete directory of the 
places of worship. The hotel clerks 
and proprietors think well of the 
idea, and at the Parker House a 
bell boy is detailed every Sunday 
morning to stand by the bulletin 
to answer questions. 

Joseph. Burnett & Company, 
whose vanila extract business has 


been made world-wide. through 
good advertising, will ~erects « 
bronze tablet, properly inscrithd] 
over the grave of Prof. Markpz; 
who was in their employ for & 
number of years as head chemist? } 

M. Wolf, “My Clothieryt 
takes a half-page ad in the dailies} 
and in imitation of the Wanama: 
ker Club ads runs a corner cous 
pon calling for a pair of suspen} 
ders if cut out and presented on 
a certain day. 

The Twentieth Century Depart- 
ment Stores on Hanover street 
now keep open day and night, and 
have employed two sets of clerks, 
Mr. MacFarland, the manager, in 
talking of the experiment let it 
out that he got the suggestion 
from reading an item in Prints 
ERS’ INK, and claims that the inno- 
vation has so far sold over $5,000 
worth of goods and the night sales 
are increasing, so it will not be 
hard to compute the dividend this 
firm will receive from an invest- 
ment of $5 for a year’s tutelage of 
the “Little Schoolmaster.” 

One of our largest clothing 
houses are trying hard to turn Fri- 
day into a bargain day in Boston, 
and head all their ads with a way- 
ing burgee, on which is lettered 
“Friday Flyer,’ and every price 
card in their windows is in flag 
shape with these words on besides 
the price, which is extra low for 
this day only. DEAN BowMAN. 


wv 4 wm 
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‘A YOUNG RESIDENT OF THE RURAL DIS 
TRICT FEELS THAT HE COULD FILL® 


RESPONSIBLE POSITION IN A HOTEL d 
RESTAURANT.” etwas 
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PUBLIC LIBRARY ADVER- 
TISES. 





It is not generally known that 
one of the greatest public libra- 
ries in the country finds a_ need 
for a publicity service. The Bos- 
ton Public Library is the institu- 
tion, and it has for some time em- 
ployed the services of a publicity 
expert. It may be wondered why 
a great institution like this, with 
apparently nothing to sell, and at 
first thought nothing to gain, free 
as it is, entirely to the public, 
should require such a service. A 
few facts may make it plain. The 
value of the publicity man’s work 
is great and the possibilities are 
infinite. This library, the most 
complete and magnificent in the 
country, outside of the Congress- 
ional Library at Washington, is 
the depository of a vast collection 
of rare and valuable books and 
prints; some of these are owned 
outright by the library and others 
are loaned. By bringing the scope 
of the library’s work and the pos- 
sibilities for safe nreservation and 
careful investigation of such works 
before the owners of rare collec- 
tions of books or prints, the library 
is enabled to secure loans and gifts 
or bequests of many such, besides 
liberal money endowments from 
time to time. 

A number of such cases could 
be cited. While some of this could 
be done by personal solicitation, 
perhaps, it would take the valuable 
time of the chief librarian, and 
might not be effective in many 
cases, where the work must be 
done indirectly and the seed bear 
fruit through deft suggestion. One 
can readily see how press work in 
such instances would have a ma- 
terial effect upon the mind of a 
man who has grown to love his 
collection and would like to see it 
kept together after his death and 
at the same time do the world 
some good. Then, too, many 
scholars, students and people en- 
gaged in research who know not 
of the many works in the posses- 
sion of this treasure house, have 
it brought to their knowledge 
through the publicity work. 

But by far the best and greatest 
of all reasons for publicity work 
is this—the Boston Public Library 
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is primarily a great educational in- 
stitution for the benefit of citizens 
and residents of Boston. Although 
many thousands of workers and 
readers frequent and make use of 
its facilities, but a small portion 
of the one million people who live 
wit..in a radius of ten miles from 
the building can be reached or 
make use of it. Hence the wide 
circulation of the daily newspapers 
is called into requisition, and by 
means of carefully prepared arti- 
cles on various topics the informa- 
tion that the institution has to im- 
part is thus given to the world. 
And it is the world, for many of 
the articles are of such nature and 
attract such universal attention 
that papers all over the Continent 
copy them. The articles are pre- 
pared by experts and the matter is 
of human interest. The publicity 
expert to whom is intrusted this 
undertaking knows what to use 
and when to use it, and his judg- 
ment is accepted as positive. 

In no other way could a library 
reach so many people at the same 
time. Thus by having a publicity 
expert or “promoter” on its staff 
does the Boston Public Library 
popularize and advertise itself, 
bringing itself to the attention and 
consideration of an ever widening 
circle of people and benefit itself 
while benefiting thousands of oth- 
ers at the same time. 





a 
ILLUSTRATED ADVERTISING 
PHRASE. 





“ ABSOLUTELY FIREPROOF.” 
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THE FIFTEEN BEST- 
PAYING DAILIES. 


A successful advertiser has compiled the 
following list of ‘the fifteen best-paying 


dailies of the United States.” 


Boston Globe. 

New York Journal. 
Philadelphia Record. 
Baltimore Sun. 
Washington Star. 
Buffalo News. 
Cleveland Press. 
Detroit News. 
Indianapolis News. 
Chicago Tribune. 
Minneapolis Journal. 
St. Paul Dispatch. 
Des Moines News. 
Kansas City Star. 
Los Angeles Times. 


The word “best-paying” refers to profit to 
the advertiser. It is needless to add that 
these papers are also very profitable to their 
publishers. ! 
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ABOUT JINGLES. 


Some years ago the department 
store of Hahne & Co., of Newark, 
N. J., had an ingenious gentle- 
man named Gifford as their ad- 
vertising manager. The firm had 
contracted for liberal space in the 
street-cars. They had tried all 
sorts of ads in these; had essayed 
changing the space frequently, 
and also the opposite extreme of 
leaving certain ads stand for 
weeks and months. 

Mr. Gifford thought he would 
try jingles, two, four and eight 
lines, four lines especially, be- 
cause the space was best adapted 
for them. They had undoubtedly 
sofe point, and perhaps some 
merit. At first Mr. Gifford left 
them stand for quite a time, until 
from some hints which he had 
gathered from outside he deter- 
mined to change periodically, and 
to closely watch whether they had 
any effect, and if so, the nature 
of the effect. So he had made an 
announcement in the street-cars 
themselves, that he proposed to 
change the jingles weekly, adding 
too the day on which the changes 
would be made. “And,” to 
quote the words of Mr. Gifford, 
“do you know that it got so that 
people, not a great many, but 
some at least, actually take a ride 
on the street-cars on the day of 
the change, in order to read the 
new jingles? I heard of them 
more than I ever heard of any 
of my other ads. Whether they 
sold goods or not I cannot tell. 
But they surely performed the 
first function of the advertisement 
as we understand it—that of at- 
tracting attention. And it did 
more—it held it, for I met a great 
many people in the course of each 
week, who recited the jingle for 
me in greeting me.” 

It is fair to presume that if 
these jingles in no wise offended 
taste, and if they possessed point, 
they sold goods. The two ex- 
tremes are to be avoided in ad- 
vertisement-writing as in _ life, 
neither to be too flippant nor to be 
lugubrious. But a jingle need not 


infer flippancy. 

There is one trouble about jin- 
gles, however, which will be very 
dificult to overcome. 


The public 
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at large is not sufficiently . 
ured to discriminate between th 
bad and the really good. Ther 
exists a prejudice against all, an 
perhaps until there shall be bette 
judgment it might be better if al 
were omitted. They will crop y 
from time to time. This bein 
so, we ought all to give our littl 


show our disapproval of those 
lacking point and rhythm, and 
even metre and rhyme, and ap~ 
plaud the remainder which pos- 
sess these essentials. 

There is no doubt that a jin- 
gle possessing all the essentials is 
or ought to make a good adver- 
tisement. For like a catch-phrase, 
which might be defined as a com- 
mercial epigram, it is so easily re- 
membered and so thoroughly re- 
tained that the reader can often 
not get away from it. An illus- 
tration will best exemplify what 
is meant. Many of the street-cars 
of this city about a year ago con- 
tained a card advertising a “Safe- 
ty-Razor.” It summed up the vir- 
tues of the implement in these 
two terse lines: 


“Save your time and save your 
pelf; 

Save your temper; shave your- 
self.” 

It isn’t difficult to remember 
these two lines. Indeed, it seems 
more easy to remember than to 
forget them. No doubt they went 
ringing through the heads of 
many a man for months after they 
were first read. Just like “Punch, 
brothers, punch with care,” is re- 
membered after twenty years. 
But unlike the latter, the former 
serves a purpose. 

J. W. ScHwartTz. 


> 
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FRANK . opinions are a_ scarce 
thing in this world, especially in 
retailing. The one customer in a 
hundred who gives an unbiased, 
unsolicited opinion about a mer- 
chant’s store, stock or methods 
ought to have his purchase free. 
For if his opinion is adverse it 
will help in rectifying a short- 
coming (almost invariably one 
that the merchant has _ never 
seen), while if it was commenda- ~ 
tory it will, nine times in ten, con-»9 
firm some important theory, Ee 
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A man is best known by his 
neighbors. 


A newspaper is best known by 
the people of the city in which 
it is published. 


This is also true of 


She EVENING 
WISCONSIN 


It is used by all advertisers in 
the city of Milwaukee who do 
any general advertising at all. 
This is the estimate of the 
newspaper by the business 
community of the city. 


This can be said of very few 
newspapers in any city. 
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A PHYSICIAN’S ADVERTIS- 
ING. 


How shall a physician advertise 
in order to build up an office prac- 
tice? 

In response to this question pro- 
pounded by a reader of PRINTERS’ 
InK, let me tell how, as an adver- 
tising specialist, I helped to build 
up a large office practice for a phy- 
sician in a small Pennsylvania 
city. My client was not a “quack,” 
and did not seek to obtain practice 
through unrefined, sensational me- 
thods, but he was a competent, con- 
scientious man, brave and busi- 
ness-like enough to step beyond 
the musty, ultra-ethical lines, and 
use refined, intelligent advertising 
methods for gaining clients. 

The first and most effective me- 
diums which we used were the lo- 
cal newspapers. This was done 
in several ways. We started by 
taking regular space in the dis- 
play advertising columns, carying 
from two to six inches. The ad- 
vertisements announced that the 
physician paid special attention to 
office practice, stated his exper- 
ience, told from what medical col- 
lege he was graduated, gave his 
office hours, etc. They also said 
that appointments could be made 
outside of office hours by special 
arrangement. Allusion to fees was 
made sparingly, and actual prices 
were never named. We found it 
quite sufficient to say that charges 
were moderate, reasonable, or 
something synonymous. The phy- 
sician was connected with a hos- 
pital and two medical societies, 
and mention was made of this fact, 
giving the names of the institu- 
tions. The advertisements were 
most carefully prepared so as not 
to offend good taste, and yet be 
strong enough to gain the interest, 
confidence and finally the patron- 
age of readers. 

A second way in which we used 
the newspapers was through read- 
ing notices, and of these there 
were two kinds. First, pure ad- 
vertising, paid-for notices, present- 
ing much the same facts as the 
display advertisements, but written 
with less of the “advertising fla- 
vor.” Second, mention of the 
physician’s name in connection 

~ 
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with accident, important or unus- 
ual cases, etc. If a man w 

knocked down by a horse, or félf! 
from a tree, or met with ‘any othe! 
accident, and my client attended! 
him, the physician’s name and 
opinion were always given in the! 
newspaper reports of the accident® 
Or if it was chronicled in the toe 
paper that Alderman Brown, éf 
“our esteemed fellow-townsman’”’ 
John Smith, was slightly under thé 
weather, and my client was caring 
for him, we always had the edj! 
tor add that Dr. was in at 
tendance and expected to have hin! 
around all right in two or thrée’ 
days. This indirect, but valuable! 
advertising was easy to arrange 
for, because the physician was ‘on 
friendly terms with the editor arid!’ 
was paying him regularly for adé 
vertising space. : 

My client also gained publicity 
through newspapers by contribut- 
ing articles of practical value to 
their columns, such as advice ow 
hygienic dress or diet, etc. When 
an epidemic threatened the town, 
the physician told in the newspa- 
pers how to avoid or treat the 
disease. 

We also mailed circulars, books 
lets, etc., to selected names. The 
circulars and booklets gave : thé 
facts mentioned under newspapef 
advertising, but presented them 
somewhat more elaborately. Some- 
times a booklet would be a reprint 
of a newspaper article or inter+ 
view—only one article or inter 
view in each piece of literature: 
The printing was the best obtain- 
able, and the literature was if- 
closed in envelopes of a very fine 
quality and sealed and mailed 
under letter postage. 

When the advertising appropria# 
tion permitted, the newspaper and 
circular advertising was extended 
to near-by towns. We found this 
quite effective. 

We gained considerable publici+# 
ty through druggists by having 
them recommend my client in con 
versation with customers. Wher 
a client was obtained in this man+ 
ner, he was always sent back to 
the druggist to have his prescrip? 
tions filled, and thus the druggist 
made a better profit than if he had 
simply sold the customer ‘a pro- 
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prietary article. We considered 
this arrangement honorable and 
justifiable, and believed it was also 
for the good of the patient. 

A word as to the office of the 
physician. The reception room 
and private office were simply and 
attractively furnished. Magazines 
and books of light reading were in 
the reception room for the use of 
waiting patients. The magazines 
were always of the latest date and 
were replaced if soiled or torn. A 
colored boy in uniform admitted 
patients at the door and announced 
them to the physician. Everything 
was done quietly and systemati- 
cally. 

By these methods a practically 
unknown graduate of a distant 
medical college in three years ob- 
tained the second largest and most 
lucrative practice in a city of about 
80,000 inhabitants. 

Pk oehire + abe 
SMALL PAGE VS. BLANKET- 
SHEET. 


Every once in a while you will 
hear some newspaper whose edi- 
tor is bound by traditions of the 
past to old-fogy ideas and out-of- 
date methods sneer at the small- 
page paper. Generally those who 
do so think that a paver possesses 
merit exactly in proportion to the 
size of the sheet it is printed on. 
It would be just as sensible, of 
course, to argue that a pancake 
three feet across would taste bet- 
ter than one of the standard size, 
but you can’t make them see it. 
They think that a newspaper 
whose pages are so big that one 
in reading it must hold his arms 
like the sign at a railroad cross- 
ing takes the highest rank, re- 
gardless of the fact that it is pat- 
ent ready-print on the one side 
and ‘patent medicine advertise- 
ments on the other. Did you ever 
notice that in reading these big 
blanket-sheets a person almost al- 
ways folds it up to the size of a 
four-column paper? That is be- 
cause that size is most convenient 
to handle, and the question natu- 
rally occurs, why is it not better 
to make the pages that size to be- 
gin with? If big pages are of 
such great value, whv should not 
our books all be printed like a 
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Sunday newspaper? The small- 
page paper is not only more con- 
venient to handle, but it allows a 
more careful classification of mat- 
ter and it enables the publisher to 
give a better service to his adver- 
tisers without infringing upon the 
rights of his readers. You have 
noticed many times that the space 
in the big-page papers is very 
nearly fixed in quantity, making it 
difficult to increase the amount 
when emergencies demand a slight 
addition. The result of this is 
that with such papers a sudden 
rush of advertising will frequently 
crowd out nearly all the reading 
matter. This is a difficulty which 
the small-page paper is not trou- 
bled with. If the publisher of the 
four-column paper has a little 
more than the usual amount of 
advertising he adds two pages; if 
he has a good deal more than us- 
ual he may add four; and when 
the extra demands upon his space 
have been removed he can drop 
back to the usual number, and his 
readers have not been cheated nor 
the advertisers have not been neg- 
lected.—Chandler (Okla.) News. 





Why Business 
People Should 
Read Printers’ Ink. 











The reason why business people should 
subscribe for Printers’ Ink, the weekly 
journal for advertisers, published every 

ednesday, is the same reason why busi- 
ness people are in business. 

They are in business to make money and 
Printrrs’ Ink helps them to make more 
money. Printers’ Ink had at one time 
over 200 imitators, of which number over 
one hundred are still alive—yet Print- 
ERs’ Ink has its own chosen field, cover- ; 
ing the ground of all its imitators at the 
same time. There is no paper like it in 
excellence, influence or practical value to 
advertisers. 

For retailers, wholesalers and profes- 
sional men it is instructive, thought-stimu- 
lating. Teaching publicity from a utility 
standpoint and treating the most impor- 
tant questions of advertising in an able 
and impartial manner—it saves many dol- 
lars by timely advice or suggestions. 
American advertising has risen to a na 
tional industry and Printsrs’ Inx is its 
ablest exponent and promoter. $5 per 
year. Sample copies 1o cents. Address 


“GEO. P. ROWELL & CO., Pubs., 





1o Spruce Street, New York. 
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BOOK ADVERTISING. 


It is very noticeable how the 
average book ad is lacking in dig- 
nity. It is mostly of the “hurrah 
boys,” circus style of advertising, 
with its stories of the “fiftieth edi- 
tion of 100,000,” and a decided 
contrast to the old-time method of 
advertising books. There is no 
doubt that there are more books 
being sold to-day than ever be- 
fore, and to thousands of people 
who not so many years ago were 
out of the regular book-buying 
contingent. We owe this much to 
the latter day style of book adver- 
tising, which has that advantage 
over the old-fashioned methods. 

But there is big room for im- 
provement in book advertising, 
which even now is almost ascrude, 
with but few exceptions, as it was 
in the sleepy old days. It is dif- 
ficult, of course—and presumptu- 
ous, perhaps—to criticise advertis- 
ing methods that result in bring- 
ing business, and big business at 
that. But would there not be a 
still greater increase of business 
if book ads were a little more dig- 
nified in tone and a little less 
filled with adjectives. Adjectives 
lose their force where too many 
of them are used at once. And a 
book ad that appeals to the intel- 
ligent middle classes—who form 
by far the greater majority of buy- 
ers from ads, anyway—is better 
than the ad which merely says that 
everybody is reading the book and 
that the 895th edition is just is- 
sued from the press. 

Publishers evidently believe in 
quick sales, and getting rid of as 
many copies as possible of a book 
and then tackling a new _ book. 
Authors are m‘ch the same way, 
judging by their prolific work. 

But I know an author, who, with 
his publisher, believes in “plug- 
ging away” at the same book, and 
as far as possible keeping it before 
the public. The work has merit, 
great merit, but it has the misfor- 
tune of being issued under the aus- 
pices of a publisher of limited cap- 
ital, who is unable to handle enor- 
mous editions and half page ads. 
So rather than give up the fight, 
the book is being continually 


pushed in a small way, and ads 
and circulars are kept constantly: 
dinging at people until they buy, 
Success is rewarding their efforts 
and some day the book will be 
given as much publicity as any of 
the heavy sellers among the pop. 
ular novels of the day. It is a 
book that will stand. 

The author of this book believes 
in having one good work and 
pushing it rather than writing half 
a dozen that will only arise to 
haunt him in his old age with 
their crudities and impossibleness, 

A book ad, to be in keeping with 
what it represents, should contain 
something besides a statement of 
the size of the edition and the as- 
sertion that “it is the greatest noy- 
el of the century.” It should tell 
where the scene of the story is 
laid, if a novel, describe a few of 
the principal characters, and, if a 
historical novel, state in what his- 
torical epoch the story is laid, and 
give some of the best of the criti- 
cisms, not those notices given by 
irresponsible publications, like the 
“Bingtown Bugle” and tne “Week- 
ly Grafter.” People who think of 
buying a book do not care what 
such people say about it. In fact, 
a whole lot of people do not care 
what the critics say, anyway. Of 
course, there is a large class of 
book-buyers, especially, I find, 
among the women, who buy a 
book simply because everybody 
else is buying it, and they want to 
be in the swim. Evidently most 
of the publishers think that all 
the book-buyers can be caught 
with this kind of bait. There are 
a whole lot, however, who cannot 
be landed in this way, and for 
these a different style of advertis- 
ing must be prepared. 

Every wiseacre tells what he 
would do if he were running. an- 
other man’s business, and as Pm) 
telling publishers how to run their 
business, I am going to tell them 
a few of the things I would do. 

In the first place, I would not 
let a book die down for the want 
of advertising, as a fire dies dow 
when fuel is not fed to it. I w 
still puso the sale of the 
even if I were bringing out a né 
novel every week. There are over 
seventy-five millions of people in 
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this fair land, of whom at least 
fifty millions can read and write. 
Now no book printed ever reached 
a million edition, so there are for- 
ty-nine million readers left to read 
that book. Keep after the forty- 
nine million, and use the other 
odd million to sell new books to. 
A publisher could spend a life- 
time in advertising and then not 
reach half of the people in the 
country. So keep  everlastingly 
at it. 

Then I do not consider posters, 
as book posters are put out at 
present, good mediums. They are 
too much scattered to be effective. 
But if a publisher could secure a, 
say, poster stand 120 feet long and 
ten feet high, and had one big 
sign: “Have you read ‘Eben Hol- 
den, by Irving Bacheller? No? 
Everybody is reading it. The 
great b’gosh novel of the day. A 
charming story of rural life, filled 
with true pathos and quaint hu- 
mor. At all book stores in this 
city. Price —,’ those who run 
might read such an ad, if placed 
where thousands of people pass 
every day. 

Then in newspaper and street 
car ads, quote some of the best 
lines of the book, and indicate, on 
the street car ads, where it may 
be procured within a short dis- 
tance of the car line. The street 
car crowd should not be neglect- 
ed. Patrons of the cars have lots 
of time to think, while sitting 
there, staring up at the advertis- 
ing cards, and the advertising 
strikes home. 

Then pick out, from the direc- 
tories, those persons whose occu- 
pation shows them to be likely 
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book readers. Send them a pos- 
tal or a prospectus. This method 
is expensive, but will pay. Patro- 
nize the clippings bureaus, not 
only for notices of the book, but 
for lists of names of those who 
belong to readine clubs, or who 
are elocutionists and would make 
use of passages for recitations. 
They will help to advertise the 
book by their recitations, and as 
such things are reported in the 
newspapers, it means more free 
notices. Circularize the women’s 
clubs thoroughly, especially in the 
small towns, where women do not 
belong to fourteen dozen clubs at 
once. 

Do not send out so many free 
copies. Get honest criticisms first 
and then make your display ads 
gain for you the free reading no- 
tices. I might give a lot more ad- 
vice, but this is enough for one 
dose. 

To sum up, however, in the next 
few years to come, book advertis- 
ing will tone down and become 
more dignified and mature in 
style. It is only in its. swaddling 
clothes now, and much may be 
excused of it. As the public be- 
comes more able to discriminate 
between good books and bad, or 
rather between meritorious works 
and those without merit, it will 
not be so influenced by lurid ads 
teeming with adjectives, but will 
be able to buy intelligently only 
those books which it considers 
from the ads are worth reading. 

F. N. HoLitincsworts. 


+) 





WuHa~AT you say in the ad is of 
no more importance than what 
you do in the store. 








To Cigar Advertisers: 





B. H. STEINMETZ, agent for the Knox hat 
in Washington, D. C., says: 

“THE STAR is the best advertising medium in this city 
for reaching men. 
without his supper as without reading THE STAR. 

“It is so reliable, so accurate and so complete that every | 
business man feels he must read it six days in the week.” 


_ 


A man would as soon think of going 








LEE STARKE, Representative § New Yorks Tribune Bide. 
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The devil take your reward 





of a copy of the American 


Newspaper Directory! 


Nobody 


wants it.— New York Press, Nov. rst, 1901, 





It is very unkind to say that no 
one wants the American Newspa- 
per Directory. Below are some re- 


cent communications from people 


who take a view of this excellent 
publication that is radically different 
from that expressed by the /’ress. 


Burrato, N. Y., July 24, 1901. 
We should hardly know how to get 
along without the American Newspaper 
Directory. We regard it by all odds the 
most complete and reliable guide that 
the advertiser can make use of; in fact, 


we use no other. 
R. V. Prerce, M.D., 
President World’s Dis. Med. Assn. 


New York, Sept. 11, 1901. 
We have not been without a copy of 
the American Newspaper Directory 
since we have been users of advertising 
space. We could not well get along 
without it. Scott & Bowne. 


New York, Sept. 16, rgor. 
Next to our own inside knowledge of 
newspaper circulation received through 
our traveling men and other direct 
sources, we are guided mainly by the 
ratings and information contained in 
Geo. P. Rowell & Co.’s American News- 


paper Directory. 
+ MepticineE Co., 


Brent Good, President. 


New York, Sept. 12, 1901. 
We look upon the American Newspa- 
per Directory as an authority on news- 
paper statistics. Be a little more per- 
sistent each year and you will attain the 

ideal in newspaper directories. 
Yours very respectfully, 
Tue Centaur CoMPANY. 


New York, Sept. 10, 1901. 
We have used the American Newspa- 
per Directory ever since it first saw the 
light of day, and fully appreciate the 
good service the Directory has done for 
the advertisers of the world in placing 
before them the knowledge and infor- 
mation the Directory conveys. 
Tue ANGLO AMERICAN Druc Co., 
John H. King, Pres. 


BattrmMorE, July 31, 1901. 
+ We have used the American Newspa- 
per Directory for many years and find 
it more valuable to us than any other 
similar publication. The book is not 
only a great help, but a necessity to our 


business, and we think its way of stat. 
ing circulations is the ideal one. 
A. C. Meyer & Co., 
Proprietors of Dr. Bull’s Cough Syrup 
etc., etc. ‘ 


Marcu, 1901. 
A first step in advance was the 
publication of a list of all the papers— 
the American Newspaper Directory. He 
has never ceased to love it, and labor 
for it. If the National Association of 
Advertising Agents could agree long 
enough to buy Mr. Rowell’s Directory, 
publish it officially and drop all others, 

it would accomplish something. 
ARTEMAS WarpD, 
Advertising Manager for Sapolio, 


New York, Sept. 11, 1901, 
For more than thirty years Mr. Geo, 
P. Rowell has tried to give advertisers 
definite circulation statements in *his 
American Newspaper Directory. 
The obstacles he has _ encountered 
would have discouraged any other 
and made him throw up his hands ail 
quit long ago. . M 
Single handed and alone, with = | 
sands of circulation dodgers tryin 
pull him down, he has gone along fr 
year to year printing the only newspa 
per directory in which figures appear 
that are founded upon trustworthy im 
formation. 
Tue Omeca CHEmiIcaL ComPaANny, 
Bert M. Moses, Sec’y & Treas. 


Wasuincrton, D. C., Sept. 13, 1900 
We subscribe to and pay cash for the 
American Newspaper irectory. We 
have 6,892 miles of railway, extending 
from Washington, C., all over the 
South, and in advertising this system 
we use more than 1,000 publications, 
and in selecting this list we find that we 
get a correct idea of circulation from 
this Directory that cannot be obtained 
from any other similar publication. 
We thoroughly appreciate the careful 
manner in which this Directory is com 
piled. os. HANNEN, 
Advertising Dept., Southern Railway. 
Wasuincron, D. C., May 21, 1901. 
It is regarded as the standard of au 
thority with the Southern Railway. 
. Harpwick, 
General Passenger Agent. 


MILwavkeEE, Wis., June 7, 1901. 
Advertisers have come to know t 
the Rowell estimates are nearer the 
proper figure than can otherwise be ob 
tained. The American Newspaper Di- 
rectory is therefore indispensable in 
every well regulated advertising depart 

ment. 
The American Newspaper Directory 
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is the guide and companion of the ad- 
ising man, and it 1s to the interests 
all concerned to help perfect it, sup- 
ft it and hurrah for it. 
Tasst Brewinc Co., 
J. R. Kathrens, Adv. Mgr. 


New York, June 24, 1901. 
American Newspaper Directory 


ne 


e 
i is only reliable guide for the adver- 
te 


No man who advertises can afford to 
do without it. . 

Many a publisher is ready to prove by 
other’ directories that “Rowell’s is 
wrong,” but few indeed can be induced 
to prove it by opening their circulation 
books to the advertiser. 

Among publishers who are not will- 
ing that their real circulations be known 
itis-the best hated book in print. The 
moral is not far to find. 

Cuartes Austin Bares, 


Tue Boston “Gtose,” 
Washington Office, July 20, rgor. 
The American Newspaper Directory 
is simply invaluable to everybody who 
has any connection with the Press, 
whether in the counting-room or edi- 
torial department. It stands practically 
alone. A. Maurice Low. 


The system of circulation rating 
adopted in the American Newspaper 
Directory and its wide scope make it of 

uliar value to advertisers—N. Y. 


ournal, Aug. 24, 1901. 


About everything imaginable in the 
way of commendation has been said of 
the American Newspaper Directory 
since the publication of the first edi- 
tion, over thirty years ago, but none 
of the praise has done it more than jus- 
tice Advertising World, Columbus, 
0., September, 1901. 


The American Newspaper Directory 
for 1901 is the most complete in its his- 
tory of thirty-three years. It is rich in 
facts. The Directory is exceptionally 
valuable to advertisers, who at a glance 
can find the worth of every publication 
as an advertising medium.—N. Y. 
World, Aug. 18, 1901. 


The American Newspaper Directory 
stands, as it has always stood, the first 
and best of newspaper directories—the 
only one which cannot be ignored, the 
only one which every advertiser must 
have. No other can take its place; no 
other is needed.—Joseph Auld, in the 
Burlington (Vt.) News of July 3, 1896. 


The Advisor accepts the American 
Newspaper Directory as the standard in 
newspaper ratings. The obstacles which 
obstruct its efforts to get true and re- 
liable information are many. 

Thus the publisher who refuses to 
furnish a statement places himself un- 
der a reasonable suspicion.—The Ad- 
visor for June. 


The American Newspaper Directory 
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by its fairness in rating circulation has 
won a position among advertisers as the 
most. accurate authority to be consulted 
in reference to this desired information. 
—Mail-Order Journal, Chicago,  IIil., 
Sept, 20, 1901, 


Messrs. Geo. P. Rowell & 
American Newspaper Directory has 
long since earned the reputation of be- 
ing the best of its character. It con- 
tains the results of patient, expensive 
and systematic effort to secure all at- 
tainable information of interest con- 
cerning American newspapers. The 
work has been honestly done. . This will 
not be questioned by any unprejudiced 
examiner. The most important question 
is circulation. In attempting to give 
this information the editor of the Direc- 
tory encounters his most difficult work. 
As a rule, newspaper publishers lie, di- 
rectly or indirectly, concerning the cir- 
culations of their papers. It is the aim 
and necessity of the Directory to 
give the truth instead. The _re- 
sult of this difference of purpose is 
inevitable—a great deal of criticism and 
abuse from publishers whose untruthful 
statements have not been accepted by 
the editor of the Directory. The at- 
tacks of papers of this class upon the 
correctness of the Directory have, how- 
ever, been wnsuccessful in affecting 
general confidence in the character of 
the work, and Geo. P. Rowell’s & Co.’s 
American Newspaper Directory is to- 
day the dependence and guide of every 
large advertiser in the country.—Cii- 
cago (Iil.) Daily News. 


A third of a century has almost 
rolled by since the first volume of the 
American Newspaper Directory was 
published in 1869—then a rather mod- 
est book containing a list of 5,219 pub- 
lications in the United States and Can- 
ada, all told. 

In its present form of issue the Di- 
rectory is revised and published four 
times a year—March 1, June 1, Sep- 
tember 1 and December 1. 

It represents thirty-three years of 
constant effort and sincere endeavor to 
serve the interests of advertisers and 
others to whom the Directory is prac- 
tically indispensable. It is a monumen- 
tal feature in the history of American 
advertising. 


Co.’s 


Nearly everybody, with the possible 
exception of the Press, wants the 
American Newspaper Directory. 

The American Newspaper Directory 
is the standard everywhere. It 
directs millions of dollars of American 
advertising. It would probably direct 
more to the Press if the Press man- 
agers would be open and _straight- 
forward about their circulation state- 
ments. 





It tells the circulation of all the newspapers. 
It tells the circulation correctly. 
It is revised and reissued four times a year. 


Price Five Dollars. 


Delivered carriage paid, 
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NOTES. 


Pusiication of Lad Randolph 
Churchill’s Anglo-Saxon Review—price 
one guinea a copy—has been suspended, 


Bosman & Louman, Norfolk, Va., 
send out a folder “Talking about Pea- 
nuts” that is very interestingly written, 
well printed and displayed. 


Tue October issue of the bulletin of 
the Society of American Authors con- 
tains as frontispiece an excellent por- 
trait of Philip Tones Bailey. 


Tue H. H. Franklin Manufacturing 
Company, Syracuse, N. Y., incloses in 
their correspondence a _ dainty little 
booklet about Franklin metal and cast- 
ings. 


“A Matter of the Studio First,” a 
booklet on = printing, by the James 
Howard Keller Company, 324 Dearborn 
street, Chicago, is well calculated to 
= trade. It is artistic and business- 
ike. 


A MAILING card of the San Francisco 
evening Post asserts that an advertiser 
cannot cover the field without going into 
the Post. Many thousands of families 
are said to take the Post as their only 
newspaper. 


THE circulars of the C. E. ahagpent 
Company, 87 Maiden Lane, New York, 
advertising the Tengwell System of 
files and transfer, are commendable for 
good paper, good printing and practical 
arrangement. 


Messrs. E. C. and W. B. Brown, 
through a division of the plant of the 
Hurley Typesetting Company, have lo- 
cated their linotype plant in connection 
with the Technical Press, 15 Vandewa- 
ter street, New York City. 


“Tue Direct Store” is a handsome 
booklet published by A. E. Dinet & 
Company, clothiers and furnishers, 309- 
311 Jefferson street, Joliet, Ill. It is 
well arranged, well illustrated and gives 
plenty of prescription and prices. 


Tue Knoxville (Tenn.) Sentinel re- 
cently secured Mr. K. F. Beers as man- 
ager of circulation in the city and Mr. 

Sweatland as manager of the out- 
side circulation. Both gentlemen come 
from the Chicago Record-Herald force. 


Tue Beebe Indelible Check Protec- 
tor Company, Minneapolis, Minn., has 
published a booklet on the check pro- 
tector they manufacture. It is a prac- 
tical and convincing specimen of ad- 
vertising, conveying its information 
vividly. 


“OrtcanoLocy,” published by the M. 
& S. Oiler Company, Equitable ‘Build- 
ing, Denver, Col., is a booklet on the 
subject of oils and oil cans. It is a 
pleasing and practical specimen of ad- 
vertising. The mechanical appointment 
of it is wonderfully handsome. 


Tue H. H. Franklin Manufacturing 
Company, Syracuse, N. sends to 
the retailers folders that are rather out 
of the ordinary run. On one page of 
the folder they demonstrate cost and 
profit of a given article, on the next 
age are “Shop Mottoes” taken from 
RINTERS Ink, which come in for 


handy use to wide-awake retail store 
keepers. 


“Dietz Lanterns” is a 64 page book- 
let, excellently arranged, well Written 
and illustrated. It is published by the 
R. E. Dietz Company, New York City. 
and treats on lanterns, street lamps, 
driving lamps, automobile and bicycle 
lamps, commercial, railroad and other 
lanterns. 


“Turee Hydraulics” is a_ booklet 
published by James B. Clow and Sons, 
manufacturers, New York. It de 
scribes and illustrates the Clow water 
elevators, pressure regulators, and the 
Erwin steam rams. It is neat and com- 
pact and it is certainly of interest to 
the parties for which it is intended, 


The Rochester Herald, Rochester, N, 
Y., sends out notice that the E. Katz 
advertising agency is no longer the spe- 
cial representative of that paper, not 
because of any dissatisfaction with the 
Katz agency, but for the reason that the 
Herald is now in a position to give per- 
sonal attention to out-of-town business, 


W. L. McCuttacn, advertisement 
writer, 5624 Margaretta street, Pitts- 
burg, Pa., sends a series of three inch 
single column ads which are to be used 
chiefly in local and religious papers, 
The ads were written for the Pittsbu: 
Bank for Savings of Pittsburg, an 
they are excellently written and dis- 
played. 


Tue New York Tribune will divide 
its weekly edition into two. The change 
will be made on November 7. One pa- 
per will be known as the New York 
Tribune Farmer and will be devoted 
entirely to agricultural affairs, while 
the other issue will retain the name of 
the Weekly Tribune, and will be gen- 
eral in its scope. 


“HANDBOOK on Patents,” caveats, 
designs and trademarks, published by 
Munn & Company, of the Scienti 
American, 361 Broadway, New York, 
is a sixty page booklet telling all about 
patents, how and where to obtain 
them. The booklet is 3%x5% inches 
in size and it conveys a lot of inter- 
esting information. 


Mr. H. C. Hatt, of Detroit, adver- 
tising manager of the Standard Pub- 
lishing Company, reports that the vol- 
ume of business received during the 
month of October for the Christian 
Standard and the Lookout, under their 
low flat rate of 25 cents per line, has 
been more than any previous month in 
the entire history of either paper. 


THE catalogue of the Bullard Ma 
chine Tool Company, Bridgeport, Conn., 
is a practical and interesting piece of 
advertising literature. It shows the 
progress and achievements of a concern 
founded twenty years ago. The book 
has forty pages, 9x12 inches in_size. 
The stock is heavy and pliable. Press- 
work and halftones are of finest quality 
and the arrangement of the catalogue 
itself is also perfect. 


“Wnuat’s the matter with you?” is a 
Democratic campaign folder which was 


extensively distributed through the city 
the past week. The folder is interesting — 


=O 
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for the fact that advertising in that 
form will hereafter probably be a fea- 
ture in political campaigns. Typograph- 
ically the folder is excellent, being well 
displayed and printed .in clear type. 


The argument is probably good for the 
kind of people it was intended to reach. 

Tue publishers of “What Happened 
To Wigglesworth,” 


the humorous book 
by W. O. Fuller, of the Rockland 
(Me.) Courier-Gazette, are inaugurat- 
ing an advertising campaign, using the 
New York Times and other prominent 
papers. They offer $100 in gold, to be 
given away on Christmas day, to the 
reader of the book who will state the 
“best reason’? why every married man 
should read the book, the “reason” to 
be not less than 20 or more than 100 
words. 


CoMPETITION among newspapers in 
cities of the second rank in population 
is as hot as among the great journals 
whose names are in everybody’s mouth. 
The expense of newsgathering grows 
with the increase of population and with 
the multiplied interests of the people. 
The Milwaukee Sentinel, for exam- 
ple, has the Associated Press reports 
and the special service of three papers 
in New York, one in Philadelphia and 
one in Chicago. It has correspondents 
in twenty-one large American cities, and 
has just established bureaus in London, 
Paris, Berlin and Rome. 


At a recent meeting of the stock- 
holders of the Barnes-Crosby Compeay 
the following officers were elected: E. 
W. Houser, President; S. Crosby, 
Vice-President; W. C. B. Richardson, 
Secretary and Treasurer. Mr. Houser, 
who succeeds Mr. Barnes to the presi- 
dency, was formerly the vice-president 
and general manager. John A. Barnes 
has disposed of his interest in the 
Barnes-Crosby Company to the other 
stockholders, devoting his time to in- 
terests in other lines demanding his 
entire attention. Miss Crosby contin- 
ues to devote her entire attention to 
the direction of the art work. 


Tue directors of A. & F. Pears have 
resolved, after carrying £5,000 to the 
reserve account, making £40,000, and 
adding a further sum of £4,713 to the 
depreciation account, to declare the fol- 
lowing dividends for the half-year 
ended June 30 last: On the preference 
shares, at the rate of 6 per cent per an- 
num, making, with the interim divi- 
dend, 6 per cent for the year; on the 
ordinary shares, at the rate of 12 per 
cent per annum, making, with the in- 
terim dividend, 1o per cent for the 
year; one the deferred ordinary shares 
at the rate of 334 per cent for the year. 
The amount carried forward is £2,739. 


Wittram L. Miter and Will F. 
Cook, who have’ been the advertising 
managers of Leslie’s Weekly and Judge, 
respectively, for over ten years, have 
just made a new arrangement with the 
a Company by which they will, in 
combination, look after all the adver- 
tising in Leslie’s Weekly, Judge, Judge’s 
ibrary Magazine, Judge’s Quarterly, 
uality, and the latest big seller, Sts 
opkin’s Own Book. Since Mr. N. 
ultz became general manager of the 
Judge Company, about three months 
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ago, marked improvements have been 
noticeable in the periodicals, and a vig- 
orous campaign has been inaugurated 
that will put the Judge publications a 
little in advance of the band wagon. 


Tue Eastman Kodak Company, with 
an authorized capital of $35,000,000, has 
been incorporated in Trenton, N. J., to 
manufacture and deal in kodaks and 
photographic supplies. Of the capital 
stock $10,000,000 is to be ‘preferred, 
with 6 per cent cumulative dividends. 
The company is said to have been 
formed to unite the leading photo- 
graphic camera and supply concerns of 
this country and England. The incor- 
porators are George Eastman, Henry 
A. Strong, Edwin O. Sage, Seibert O. 
Fenn, George Elwanger, Julius Merrill, 
William C. Barry, Walter F. Hubbell, 
Henry C. Brewster, all of Rochester, N. 
Y.; Charles S. Abbott, of Jamestown, 
N. Y.; Wiliam H. Corbin, of Jersey 
City, and M. B. Phillips, of New York. 


For several years the directors of 
the Los Angeles Express taxed their 
combined ingenuity to discover how 
they might compel local newsboys to 
sell the Express on the streets at 2 
cents a copy—the retail price of the 
aper. With few exceptions 5 cents 
as been demanded and the public has 
been defrauded to just that extent on 
every sale made. To solve this prob- 
lem the present management deter- 
mined to engage a special force of 
newsboys to sell the Express at the 
bona fide rate of 2 cents a copy. At 
an expense of over $500 in transporta- 
tion alone, ten strapping youths from 
Chicago, for years engaged in crying 
the daily papers of that city, were 
brought to Los Angeles over the Santa 
Fe, and October 22 they began the 
selling of the 5 daily editions of the 
Express in the downtown district. The 
result was instantaneous. From a to- 
tal circulation of 12,200, the sales 
jumped to 14,500, and eve day since 
their arrival a corresponding gratify- 
ing increase has ensued. The inevit- 
able result will be that every local 
newsboy now handling the Express 
will be forced to sell it at the legitimate 
price. 

—— +> --—_-—- 


FROM SOUTH AFRICA. 


H. E. JameEs, 
Agent and General Importer. 
Pretorta, TRANSVAAL, S. A., 
Oct. 4, 1901. 
Editor of Printers’ INK: 

As a subscriber to your journal, I 
shall be glad if you can favor me with 
the meres information: 

Can you furnish me with the name 
of a firm that manufactures or would 
make for me the clockwork apparatus 
used to work the taps and light for the 
following advertising device. The ad- 
vertisement consists of a transparency 
made in several compartments as per 
sketch, and the method of working con- 
sists of illuminating one compartment 
at a time in order to mechanically spell 
the word to be advertised. 


[K{O|D/AIK| 
I want the apparatus to work by elec- 


tric light. Yours very scaly, 
Horace E. James. 
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“MEDICAL ADVERTISING.” 


WEstFIELD, N. J., Nov. 1, 1901. 
Editor of Printers’ Ink: 


In answer to Dr. Bowers’ open in- 
quiry in the issue of your invaluable 
Double-X Century wonder booklet for 
October 30, permit me to say that of all 
reprehensible things done on this ball, 
medical advertising is worst. It is a 
sin, with a big S. Advertise? Why, the 
Code of Ethics condemns it formally. 
Esculapius never advertised. The “ale 
advertiser in the Good Book was re- 
buked by an ass. Galen expounded 
Hippocrates under a bushel. Syden- 
ham retired to his bed when he felt too 
communicative, and Boerhaave crept 
under the bed when he had a problem 
that was too visible. Hahnemann and 
Broussais were careful not to let the 
compeeeese profit by their researches, 
an 


Bichat and Barthez carried stick- 


ing-plasters and choice maledictions for 
the heads and mouths of all offenders. 
And if the fathers were so careful, is 
our duty less? hat, advertise one’s 
self? dvertise a remedy? Oh, no, 
never! Why, sir, a professional card 
in the papers is abominable. Its use 
on an envelope or a letter sheet is 
worse than stealing pigs. Avast to that 
fiend, the newspaper reporter! Ke 
him out. If a physician to Sevent 
Eddie or Vangouldbilt—don’t let it get 
out. No one must be wiser if some 
special surgery or favorite ‘pill worked 
wonders (or the mischief). All of a 
physician’s spare time should be spent 
in perfecting a starchiness of the up- 
per lip. He should not even have a 
shingle on his door. His lawyer should 
be ordered to begin suits against every 
newspaper that mentions his name. The 
“Dr.” and “M.D.” should be tabooed. 
If one salutes him as “‘Doc” in a pub- 
lic place, he should cultivate a feelin 
of well-made indignation. He shoul 
never, above all else, contribute to the 
medical journals. Who knows but that 
some servant girl or coachman might 
chance to see the article! As for issuing 
bulletins from a patient’s bedside—let 
that be considered as profanity! Let 
the ninth letter of the alphabet be ex- 
punged, and unpronounced. Advertise? 
t gives me a chill to think of it. Who 
ever heard of a true physician doing 
such a thing? It is as unthinkable, as 
impossible, as outrageous as it would 
be for a dry goods merchant, a grocer, 
or a rat-catcher to do it. Dr. Bowers 
writes from Denver. Alas, that in that 
rarefied air such an idea should enter 
a doctor’s head! The very idea is a 
disgrace to the cerebral convolutions. 
When physicians advertise, the next 
thing the world knows the very mar- 
ketmen and lawyers will be up to the 
same tricks. More than all else, if phy: 
sicians were to do such a thing, it would 
be esteemed a new and hitherto un- 
heard-of distemper, for which there is 
no cure, and no relief except that whi 
the fumes of gehenna would afford. 
Yours, for denouncing the idea, 
Wittarp H. Morse, M.D. 


—+-> 





WHEN you see an opportunity hit it 
on the head with a sledgehammer.—The 
Advisor, New York City. 


DISTRIBUTING WITHOUT W 
WASTE. anole 

Consumers’ Penny Poucn Exprigg! 
‘o., of Milwaukee, Wis, “5 % 

Room 51,*Cawker Building? “® 
MitwaukeE, Wis., Oct. 30, rgof.!” 
Editor of Printers’ Ink: a 

In your issue of October 9 I notig 
an article on distribution of catalogy 
booklets, pamphlets, circulars and 
ples of merchandise, etc., to whi J 
wish to reply, the writer of this ar: 
ticle evidently being at a loss how to 
overcome the great wastage and .¢x, 
pense in sending out advertising matter, 

We have solved this problem for the 
manufacturer, and offer a remedy. Qur 
company has a thorough and economical 
system for distributing direct to. the 
families, by their written permission, al] 
classes of advertising matter, such as 
catalogues, booklets, pamphlets, circu. 
lars, and samples of food produce, .med, 
icines, etc., in a canvas pouch. 

Our district agents, each one of whom 
has a district containing 300 families, 
are required to receipt for all matter 
placed in their hands and render an 
affidavit daily, touching disposition .of 
their samples and advertising matter, 
Our system avoids all wastage, is. far 
more effective and economical than. any 
other method known. Every man,em 
ployed in our company is a stockholder, 
and is under a bond for faithful per 
formance of duties imposed. We have 


what is termed a follow-up system, for 
the purpose of creating and rosters 
e 


demand for the goods advertised, 
also do a commercial as well as a dis 
tributing business, acting as agents for 
the manufacturer, to sell their goods if 
desired. Yours very truly, 

. A. Lewis, Pres. 


MAIL ORDERS. 
Boston, Mass., Nov. 2, 190% . 
Editor of Printers’ Ink: 

I should like to get into communica 
tion with some advertising agent. or 
agency who knows the mail order 
ness—that is, if there be an agent or 
agency that regards the mail order bus 
iness as a legitimate enterprise for sell 
ing useful articles and not an wunder- 
taking to exploit cheap jewelry and fake 
medicines among mail order friends. I 
should like to hear from reliable parties 

Very truly yours, 
arRY Douctas Rostns:”’ 
Oe = 
AS GOOD AS CASH. ; 

Prunes are cash in California and 
good as gold this year. The farmet 
who has prunes to sell is sure of a rea 
and rising market. There is some little 
difference of opinion as to the greatest 
cause of prune prosperity, but grower 
and jobber acknowledge that judicious 
advertising has been the biggest factor. 
—N ommercial, 

Paes tenes BE > gE Rah by 


READABLE ADS. 4 
The dusiness man should _ take. time 
make time, or hire the time le. for. 
him, to have his advertising r 
printable, forceful, pointed, worth 
ngre he pays, or worthy of the audience” 
e talks to.—Publicity, Hull, Eng. j 
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PRINTERS’ INK. 


KEEP THINGS MOVING. 

When your store has been running 

along for years in the same old hum- 

way, it will take more than a lit- 
tle advertising to rejuvenate it. People 
sniff at a store and very soon tell 
whether the advertisements are reliable 
or not, New stores are especially ready 
to advertise right from the start. So 
ilo)" remodeled stores have a_ chance 
to’get the public interested under their 
few dress. Or when a change of part- 
hership occurs, that store can advertise. 
Or when some man or firm buys out 
an éld estabiished business, then is the 
time to advertise, for the public are 
keen to get the advantages which gen- 
erally follow the overhauling of such 
times. Then, too, an old store can ad- 
vertise some new product which it has 
brought out or which it controls. You 
see, after all, the point is this—the 
public will not read and respond to 
your advertising unless you have some- 
thing of interest to them which you 
are trying to sell. 

The first thing to do, then. is to get 
your store ready for this fall’s adver- 
tising campaign. 

Clear it up. Move everything and 
scrub every shelf, counter, nook and 
corner of floor, walls, ceiling or cellar. 

Rearrange stocks so that there will 
be’ a newer and fresher appearance 
about the store. 

Look over the brush stock; wipe up 
and brighten all the saleable ones. 
Make the rest as presentable as possi- 
lle, put in a conspicuous place, and 
mark such a price on them that they 
will sell at once. Do not be afraid to 
lose money on them in order to clear 
them out quictty, They injure «your 
stock, making really good brushes un- 
saicable. When they are gone you can 
buy a fresh stock of the latest brushes. 

‘ext, go after the stock of chamois, 
sponges, chamois vests, chest protec- 
tors and other side lines. Clean them 
out; 25 cents on the dollar is worth 
more to you during the buying season 
than. a lot of old-fashioned dead stuii. 

Likewise, clean out your rubber goods 
stock. There is no necessity for sac- 
tificing saleable stock. It is the old 
stuff that 1 urge you to get rid of at 
% price, 

hen go after the soaps—perhaps you 
“got stuck” on some new soap that was 
to be “a great seller,” but which is 
slower than police court trials in Great- 
er New York. Do you suppose that a 
temcent soap would sell at two cents a 
cake? Try it. Wipe all the wrappers 
off and make a good clean showing. 
Then put the whole bunch in the win- 
dow and have a large sticker on the 
window reading, “Fine oc. Toilet 
oap, 2c. a cake.” If it goes fast, all 
the better; you will get some advertis- 
ing out of it—M. P, Gould, Druggists’ 
Circular and Chemtcal Gazette. 

as tat 1c be) «ada ete 


WHEN WILL IT COME? 

A catalogue should be so attractive in 
appearance that a disinterested person 
picking it up Says automatically, “What 

beautiful book,” and so convincing 

ton laying it down he will say, 

, I need that”—whatever it may 

Be—“at once. I must write for it this 
very day,” —Experience. 


BE BRIEF. 


This is the era of the short story, the 
epitome, the summary, in advertising as 
in literature. Make your. appeals 
straight from the: shoulder, pertinent, 
sunshiny. The reading public will read 
through your announcement and look 
for more.—Publicity, Hull, Eng. 


Classified Advertisements. 
Advertisements under this head two linesor more, 
without  dieplay. 25centsaline. Must be 
har in one week ¢ in advance. 
WA TANTS. WANTS. 


OSITION as magazine or or newspaper editor 
wanted. Alrefs. Box 449, Meriden, Conn, 
RINTER WANTED—Give references and in- 
close peamign S) wate same, Box 100 A, 
Coral, Mich. 


ANTED—Complece le of PRINTERS’ INK, for 

Sry flve years, bound or unbound. 
Address “8. N. C.,” care Printers’ Ink. 

INE PRET TORE WANTED by New York 


trade week] Highest le sO Ad- 
dress “ omy HED,” car care 


M°rRE % copies of the morning edi- 
tion re the 4 orld are sold in Greater New 
York every day. Beats any two other papers. 


Wy 48Ee ~% exchange advertising space 
with a f~w mail order papers. 
TEACHERS’ GAZ E, Milford, N. Y. 


ITUATION “ adwriter ne: designer. Can 
write and il ——- vigorou: sensible ads, 


vane 6 permanees where faithful service 
appreciated. y _ “VIGOR, ” Printers’ Ink. 


W J ANTED QUICK. A live A live circulating and ad- 
vertisement builder fora oa much alive 

new monty ournal, State e: nee an 

ticulars. . Box %, Colorade 8 Springs, C 


JOxERETEACED advertising and nniinitiiis 
solicitor wanted at Rochester, N. Y., Cin- 
Ca Oe pee oehee ars Seas for geen See 

com- 
mission basis. 


ae 4 for 5.line aivertisements 4 weeks $10 

a ss a qemepenere; 100,000 a a 
on wee! other Western wee! 

Pa 4 OHICAG icAGO 


rate, lication 
NEWSPAPER UNION, Ie Spruce 8t., New York. 
ANTED—A man of large and su 


e greatest 0 mbination of mail ‘onder pub- 
Tiers n the world. a oe 8 n confidence, 
OLLISTEK, care Printers’ | 


Wem ‘very ; advertisement writer to se- 
cure a copy of our book of ready-made 
advertisements. A veritable mine of 
tions and catchy phrases. - Contains over five 
hundred examples of effective ads, Invaluable 
as a thought stimulator for yoo writ- 
ers. Sen ROL Tr ROWELL & 00. 10 Be Ad- 
dress GEORGE P. ROWELL & CO. 10 Spence 8t., 
New York. 


Oe of job plant estat established 8 yrs. (cost 

$3,500) in now and - city of 9,000 (one 
—as whore time be devoted elsc- 
where, wan experteneed job printer capable 
of _runn’ 5 t--;5 Preference 
willing to interest 


own party 
. Shep has by a 
tion for Al work, and applicants must be 


ble, up to date and reliable. Excepti 
are for man er means business. 
NEY, Berlin, N. 


Be vrteren. YOUNG MAN, E! MAN, EXPERIENCED JOB 
anted, a yan on = of and 
will not obje Young man,» all tive mechanical work 


se on rin' departm to in with. 
ac this de! der ung ma is worked into into 


capa- 
onal op or- 
E, J. BAR- 


ment in our eid make under 

v 
dress, stating references, experience and oe. 
ing samples of work, R. McWILLLAMS, Limited, 
New Orleans, La. 
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MAILING MAC MACHINES. 


ner MYERS MAILER; p price, $10; P. O. Box 
49, Philadelphia. 


FOLLOW UP SYSTEMS. 


RINTED matter telling all about them free. 
SHAW-WALKER, Muskegon, Mich. 
——-+ > 


_PENS. 


UNIATA Fountain, Pen, Pen, self-feeding, reliable, 
postpaid 55¢. 0. SCHLEIF, Calumet, Mich. 


——_ +> —_ 
LABELING MAC MACHINES. 


\j tees BROS. Label Past Fosting and Appl pine 
e Machine, $10. P.O. Box 449, Philadelp 


STOCK CUTS. 


UITABLE for calendars. [ike to mail you 
e ts. STANDARD OF NEW YORK, 61 
Ann 


TO LET. 
0 Beet ns sine, at No. 10 pees St. 


49, respectively. ly 
to GRO Pp ROWELL & CO., owners, on ay 4 
premises. 


—__+~>—___—. 
SPECIAL REPRESENTATIVES. 


A by at 4 AND MAXWEIL 
Park Row, New York, telephone 3293 Cort- 
landt, Pad representatives for leading daily 
newspapers. 
ve —— +o —__—_. 
IMPOSING STONES. 
Bz quality Georgia mt md pha stones, 
two inches thick, 50 cen’ 


uare foot. Cas! 
with order. THE GEO NRGLA MARBLE FINISH- 
ING WORKS, Canton, Ga. 


— +o 
NEWSPAPER BROKER. 


a a * BROKER—A. H. Smith, Earl- 

ville, Ill., serves sellers and buyers in a 

7. ee ar. See listin PRINTERS INK, 
t. 30. Correspondence invited. 
cr -_ + > 


LINOTYPE AND. STEREOTYPE METAL. 


I MANUFACTURE the best linotype, stereotype 

ana electrotype ae? in the world. Get my 

rices before orderin 
icited, I, SHONBE 


yat-of-town ates so- 
a Hudson 8t., 


LETTER BROKERS. 


Pe — all kinds, received = pewspaper 
advertising. wanted and to let. What 
ou Nass hireof us! THE 


was or were pe & do 
595 Broadway, N. Y. 


panseetnenanhareemiats 
PHOTO ENGRAVING. 


HE finest engraving plant in the world. 
Our half-tone plates are known everywhere 
as the best. GILL gy yt co. 
40 Fifth Ave., New York. 


—— - +e 
ADVERTISING AGENTS. 
x 5 HELP or Agents Wanted in the Sunday 


pe of 15 — 
fox INGERFO 


metropolitan newspa- 

in for mail order men, Lists free. 
D. & DAKRELL, Washington, D. C 
—— er 


PRESSWO! WORK. 


-CLASS presswork is is our ry | We 

7s the re aes of doing best half- 

pm printing in 701 Consult us before 

jacing Order, PERRIS BIOS ., 45-51 Rose St., N.Y 
“> Sone 


PREMIUMS, 


er poe are trade builders. Thou- 
ve premiums suitable for 

nies AF o ers frown the foremost manu 
facturin and wholesale dealers in rm and 
ines. 5€0-puge list price jorue 

tree, 8 8. F'., MY ERS CO,, 48-50-52 Maiden Lane, N.Y, 


PRINTERS’ INK. 


HALF TONES. 


ERFECT copper half-tones, | ol. 


rin. THE YOUNGSTOW RN 
GRAVING. G@ CO., Youngetown, Ohi " 


>> —____ | 
PAFER. 
END for complies of our Seal Linen Ledger, 


c.perlb. No ledger at same price ‘5 
roach it” BASSETT & SUTPHIN. 4 a eka 
., New York City. 


ELECTROTYPES AND STEREOTYPES, 


pede fe or stereotype cuts. When ee 

t good ones, order from Bright’s 

Reliable, ” St. Louis klectrotype Foundry, ie 
211, North Third St., St. Louis, Mo. 


i oe 
ADVERTISING DESIGNS. 
ORGINAL | IDEAS. The best equipped art 


nt. 
ENG.AVING co., 
pa utaaa Ave., New York, 


COIN CARDS. 

ING oom MAILERS, Beverly, Mass. Sam- 
ples free $1.60 per M in large lots. 

PER 1,000. Less for more ; any printiag, 

TAE COIN WRAPPER €O., Detroit, Mick. 


TO NEW WSPA PERS. 


| Fy-ae New York department store will make 
exclusive arrangement with newspaper pub- 
lishers in Connecticut and New York towns to 
act as local representatives. Very profitableand 
permanent deal involving little troubts: Ad- 
dress LAURENCE ELKUS, 9 East 16th St., N. Y. 





a 
ADDRESSING MACHINES. 


r[SaEE are many so-called addressing ma- 
chines on the market, but remember that 
Wallace & Co.’s is the only one row in su 

use among the py Fy y= throughassiie 
country, such nters’ Ink. smopolitan 
Magazine Co., Butterick Pub. Co., be rt, of 
Augusta, Me., ‘and man | oars. Send for eircu- 
lars. WALLACE & . 10 Warren St., N. Y, 


EXCHANGE. 


we wish to trade stock in a eplendid mining 
and industrial corporation for advertis- 
ce in papers published in towns and cities 
oho ormore. Papers of Eastern and Middle 
States preferred. Our ——- is one of large 
merit and we court t clorest investigation. 
Our reasons for this method will be ae to 
those who inquire. fond copy of pape: 
prices of space. WRI LY & co, bet 
1477, Colorado emant take. 


tm 
ELECTROTYPES. 
E give special ee - Pagge sone) of good 


elsctroty, nee for oe Prom Ne 
veo RAISBECK 


of-town work done care: 
ELECTRO" 1YPE CO 24-26 Va 24-26 rs Vandewater St., N.Y. 
6 8. Fifth 


a ELECTROTYPE CO., 
i mt All Doth nt oe live and 
sastiash Good ne I~ but elec- 
rotyping, we cam r 1 and return forms in the 
Sioa time. All out-of- jews printers ought 
now 


BOOKS. 


B10) pein ad pr tra ptt ar tee 


A book bates how to * 
eed, 25c. postpaid. POULTRY ITEM ITEM, Fri Fricke Pa. 


Reser: “yore Pr “MENTS. Messrs. 
P. Rowell & C 0 Spruce St., New 
York, send the Caveat a fonda me #-page book 
Ready-Made Advertisements.” The 
book contains, ides other valuable informa 
tion, examples and styles of advertising for al- 
most every business. For merchants and others 
who write their own advertiarmanse this little 
work will be found inv. et The price isonly 
one dollar,—Cazton Cavea 
The book will be sent to any address upoa 
ceipt of one dolar. GEO, P-ROWE BLL 200.10 
Spruce §t,, New York, 





PRINTERS’ INK. 


SUPPLIES. 


iss $ for 10c._ PRINTERS SUPPLY 
Gt. uS* tne — 


ith ink manufactu: 
4~ is ey, is WILSON PRINTING INK co, 
7 is. if Sproce 8t., New York. Special prices 


—_———_<+o>—___—_ 
PRINTERS’ MATERIAL. 


ODERN MACHINERY, new and rebuilt. 
M | mg new and second hand. 
, new only, at foundry prices and dis- 
nts. 


pt 
gat above price. 
Tom & C linder to & bodkin furnished 
NNER, FENDLER & CO., N. Y. City. 
cael 


DISTRIBUTING. 
H SHOREEESEESESSERERSEAEEEE 


HOWE ADDRESSING go. A 
: . 206 So. 4th 8t., Philadelphia. 
Delive: special messengers of Calen- 
é dars, Paip lets, Books, Circu 4 
ry logues, ete., ey or without receipts. 
COCCCCCCCCCCC C C CCCOCOCCCCCCCCCCCCCC 
——_+o>+—___ 


ADDRESSES. 


0 000 FARMERS in Iowa owing 2 cattle, 
5 9 50 hogs or over. Kvery one a ‘ive 
stock man. Very valuable list for stock 
windmill, feed grinder, etc. 100,000 Iowa farmers 
owning their own farm, worth an info, of 
$15,000 at least, many worth $100,000 

names of farmers ir ive o 

Great list for patent ——- poo 

name copied from tax list and sworn to. Write 
for prices. FARMERS’ TRIBUNE, Des Moines.ia, 


EXCHANGE. 


V 7 ANTED—To exchange, a small amount of 
advertising space with high-class maga- 

zines and monthly periodicals on pro rata ar- 

rangement. THE KOSTRUM, Lancaster, Pa. 


XCHANGE what you don’t want for some- 

thing you do. If nan have mail order names, 

stock cuts or somet similar, and want to ex- 

change lem. for others, put an advertisement in 

’ INK. There are thie paper many per- 

sons among the readers of this pene. with whom 

ya can effect a ly and advantageous ex- 

. The price for’ such advertisements is 

% cents per ne eachinsertion. Send along your 
advertisement. 


ILLUSTRATORS AND ILL' STRATIONS. 


if SENIOR & CO., Wood F Wood Engravers, 10 Spruce 
e 8t., New York. Service goodand prompt. 


D° your own illustrating at about P. per cut. 
Outfit, including casting box. Write 
for particulars. EX -LSIOR co., Sateean Ta. 


7 E have for saleabout 400 400 gg zinc engrav- 
ings, all in fine condition. the illustra- 

tions i reproductions of famous paintingsa d 
— — = ie ina alle onder 


ecorefanes jars. hy or til of | 
circulars, will = sell any or «ll of the 


a square inch. Average size about 

x10 ae. Have only one set of poem. we which 

will be shown to any one inte’ calls at 

OPTIMUS PRINTING CO., 194 Broadway, N. Y. 
—  +o+ 


FOR SALE. 


F° SALF—Cheap, one Bul one Bullock press in first- 
class condition. Can be seen operating 
daily in the CITIZEN office, Columbus, Ohio. 


OR SALE—Trade paper ¢ paper ae oer $3,500 


annually for Lh 


man past. 
only address “ “WALTERS,” cai care Printers’ 


ey motor for sale. 20-horse pou, 
it Niagara motor, in first class con: ition. 
Will ve sold at a n. UNION PRINTING 
CO., 15 Vandewater St., New York. 


VERY aves of PRINTERS’ INK is religiously 
read b ‘hewn 4 newspaper men and eS 
as well as by advertisers. If you want 
paper, or to sell a paper, or or ink, the thi 
to do is toannounce your desire in a ” classi 
savertioumens in PRINTERS’ Lay The cost is but 
Scents a line. As a rule, one insertion will do 
ess. PRINTERS’ INK, 10 Spruce 
8%., New York. 
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ADVERTISING MEDIA 
sey yn Boston. Oldest golf publication 


T¢ onan: Boston. Oldest golf publication 
merica. 

4 ee GOLFER, Boston. Oldest golf publichtion 
in America. 


T= GOLFER, Boston. Oldest golf publication 
in America. 


Ts yn Boston. 2. Oldest golf publication 
in Ameri 


I Yo tmnty DEALERS’ MAGAZINE, sam- 
ple copy 10 cents, New Y New York City. 


7° ye h mail-order der_buyers at a. jae, uso 
AGENTS’ GUIDE, Sonning 


1 80 WEEKLY “onl 10c, in. 
’ fiat. CHR NICLE,  Poineeton, Ky. 
DVERTISING agents serving their clients 
honestly, call up TOILETTES ; estab. 1881. 
40% WORDS, 5 times, 2% cents. DAILY ENTER- 
RISE, Brockton, Mass Mass. Circulation 7,200. 


REaca the best Southern farmers by planting 
your adsin FARM AND TRADE, Nashville, 
Tenn. Only 10c. a line. 


NY person advertising in PRINTERS’ INK to 


the s amount of $10 or more is entitled to re- 
ceive the paper for one year. 


ODERN MEXICO, 116 Nassau 8t., New vom. 
Bt eS the 
and investments. 


Mexican trade 
= * NONE--The Marion, O., DatLy Star is 
e best paper in its thas in America ; ; 3,200 


A. qiveed -~ ond send for sample copies. 
A M'Gireulation 8,00 GUIDE, pe Market, N. J 


x conn el free. Mailed 
postpaid 1 year, 25c 


line. Close 24th. 
= Mt. ow ae INDEX -is the neatest 
rin Ogle Co. It covers an excel- 


nted pa 
lent Meld for the advertiser. Its list is growing. 


PHCtostRaws. “The best 50c. photogra; aie 
3 monthly 
amply copy on application. 115-17 Nassau St., 
New York. 
Va SUN, 
herokee 
tract attention. 
ers, Vian, I. T. 


NLY 50c. 








one of the f the leading weeklies of the 
—. Ads in its columns at- 
WEEKES & CHAPMAN, publish- 


t yd line for each insertion in entire 
list of 1 peasy ape ~*~ mostly in 
New York, New rg ae 
UNION PRINIING bo a G0. 15 Vandewater : tt. N.Y. 


D™s ATCH. St. Paris, aris, O. | Richest farming dis- 
trict in onic, a 22 vill ue shee here. Best 
business town, size consi in the State. 
papeeton, sworn, 1,800. ,~% rate léc. an 


T=] FLORIDA FRKE PRESS, published at 

ristol. Liberty spe Florida, every Fri- 
day. The official and only r published in 
the county. In the center of a pool fertile agri- 
cultural and a ot cod 


EY WEST, Flori advertise in 
the Key West ADVERTISER ¢ the only news- 
ay ever publishea im the most southern point 


e Established 11 yoare, oe. 
Only 90 aie from favana, Cuba Ball Mer. 


EOPLE who want to reach <a readers 
with their business should consult the Bill- 
fae ot) Se * t has menens 
ion of any weekly newspaper ited west 
of the Mississippi. lates Fonsomabie. 
MORRIS, Proprietor. 


Ts Wrightsville TELEGRAPH is the only all- 
home int newspaper published in the 
eastern section of York Co. It covers-the richest 
section of Pennsylvania and goes into the hones 
of well-to-do farmers every week. It carries 
—, to oe wee < columns of advertising. For 
rates TELEGRAPH PUB. CO., 
Wrig! wine Pa. 


FFIDAVIT—I, __E. P, Bor P. Boyle. publisher of the 
¥ Truks, being duly swo 
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Trrorado ILLUSTRATED WEEKLY, Denver, Col- 
rado. Sworn circulation 25,000 
qyerage. all paid. The great mail 

wee We spend thousands of — our- 
‘in advertising. Kates : p! line, 

31 . , Peaders 10c. line. oy discount a time 

or 8) 4 nwelfth year, * Se a 

weekly. Send usa trial ad. taken. 


ODGE COUNTY, Minnes Minnesota, rich dairy 


eq 
clusively devoting its new brick be 
to its increasing business. The R 

reaches the 
other papers 


ging, 4360, 


ay wt ay. circulation, and five 


pee ~ 
AD VERTISING NC NOVELTIES, 


RONZE_ letter 0; openers. . ot for circular. 
H. D, PHELPS, Ansonia, 


5 f) 0 IN gevuine a money for only 
2c. CHAS. D. BARKER, Atlanta, Ga. 


OCKET ADVERTISING SOvmaT that will 

be appreciated and carried by el Good for 

any business. Sample for stamp. . MOSES, 
150 .assau St., New York. 


rs the purpose of inviting announcements 

of Advertising Novelties likely to benefit 
reader az well as advertiser, 4 lines will be in 
serted under this head once for one dollar. 


ements copyright sheet music for supple- 
ments or premiums. Sample and prices free 

u blishers and Cy WAYNE : PUB. 
tr HING CO., 712 it St., 
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1 00 CARDS, “wired” cuesiagen, bill 
b] heads or statements. ’ FINK 
samples of above and other work. INK & SON, 
Printers, 4th & Chestnut, Philadelpbia. 


p== 'ERS—Publish a shop shop journal. We sup- 
ply the copy. Write on peines station- 
ery. THE PUBLIC EYE, 

Madina, Wis. 


SMALL SPACE WELL USED. 

How often you hear somebody say : “ Now 
there’s a small space well used. It stands right 
om = the gm per.” ieee ‘. - 

pogra| arrangement caug 

ae ve -y- m Rat small ad stand out more 
Let ey than one twice its size, but not so 
we! s 

One nae the things we particularly pride our- 
selves on, is this ability for setting advertise- 
ments that are bound to ty no matter what 
position they occupy in t pone’. Your local 
tay probably has not the, equipment for doing 
his that we we, ene he doesn’t know 
how as well as w 

\\ e furnish clectrol 8 too, if 

This is only one of things ed 
ers—the printing of catal booklets, circu- 

are wy ead of _ — t ings. 
We make them it of the crowd too. 
PRINTERS: PIN P. 


ESS. 
pruce St., New York. 


‘ou like 
© for advertis- 
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CARBON PAPER. 


eet WRITING CARBON PAPER that 
please particular people, warranted not 
be Dirty, Sticky or Smutty, put up in perfo 
books of twenty-five shéets, is the kind we & 
liver in your office at 75 cents per book; f 
books in a box, $2.75. 

WHITFI« CARBON PAPER WORKS, 

Red Bank, N. J. 


ADVERTISEMENT CONSTR! CTORS, 
wc Mitten a JR., Trenton, N. J., wri 
re pape: 





QTR NG, vavehale ads. A. OWEN PENN 
919 E. ‘Capitol St., Washington, D. C. 
B= ads in the world. Fivefor$1. L.O. EDD 
Marshall Fieid Building, Chicago, lll. : 


ag f for short circular, ircular, $2 cash with ord 
JED SCARBORO, 557 Halsey St., Brookly 


NCREASING the sales of of retailers is m: Lo 
cialty. KDWIN 8. KARNS, 571 E. 
hicago. 
ACK THE JINGLER’S ” best of fads 3 
business ads, 4 
Of pith and point, for every use. 
His New York addres address is 10 Spruce. 
Orsay an in advertising de depends on what y 
bs and how you say it. 1 pick out 
points, and talk on them in convinci 
style. ADWRRITER HOFFMAN, Lock Box 
iladelphia. 


—— a new business ! Whether it 
be an ocean liner or @ cat’ 
start you 


advertising us rig! 
SNYDER & JOHNSON, Advertising Writers a’ 
Agents, Woman’s Temple, Chicago. 


D SS ae will find our book of 


4 in the 


rr 


poe | <contalns over any one of of aol may 
an idea for your ad when you get le § 
prepal id on recent of price, Address GEO, 
OWELL & CO., 10 Spruce St., New York. 
A™= RITERS and designers should use 
yumn to increase their business. 
price is only 25 cents a line, bei 
of any medium published, considering circul@ 
tion and influence. A number of the most sue 
cessful adwriters — won fame and fortune 
through persistent use of this column. 
began small and Kept at it. You may do like 
wise. Address orders, FRINTERS’ INK, 10 Spruce 
St., New York. 


66QEEING is believing”—'tis often believing 
hat som: thing similar to w I have 
made for others might profit the man to yt I 
send samples of my work. Most of my best cli- 
ents saw som: of my “ doin ving me 
their first order. 1s it any wonder that I gladly 
send collections cf samples to correspondents in- 
te beyond the postal card limit! { make 
Catalogues, Booklets, Price Lists, Folders, ~ 
ing Cards and Sli , ee per and 
per Advts.—ind in trade litera: 
ture. FRANCIS L MAULE, 402, Sansom St. 
Philada. 1 usually make unusual things. 











At This Office, 10 Spruce Street, N. Y. 








Magazines; 





GEO. P. ROWELL & CO. ADVERTISING BUREAU 


keeps on file the Ieading Daily and Weekly Papers and Monthly 
is authorized to Receive and Forward advertisements 
at the same rate demanded by the publishers, and is at all times 
ready to exhibit copies and quote prices. 


a 
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een oeenee 2S by 


The Profitable 
Placing of Advertising 


consists first in preparing good 

copy. Copy that says what ought 

to be said in a convincing way. 
Second in setting the matter in 

such type as will catch the eye 

and embellishing the same with a 
picture if one can be determined on 
that will tell its story at a casual 
glance. 

Third, in the selection of papers 

that reach the largest number of 

the right sort of people and sell 
advertising space at a reasonable rate— 
Not low priced papers; but those that 
are at the same time high priced and 
cheap on account of the great service 
they can render. 

To secure these points for the 


advertiser who employs us is our business. 


Address 
GEO. P. ROWELL & CO., Advertising Agents, 


NO. 10 SPRUCE STREET, NEW YORK, 
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PRINTERS’ INK. 


A JOURNAL FOR ADVERTISERS. 
(Issued every Wednesday. Ten cents a 
copy. a a. five dollars a year 
in advance, dollars a hundred. No "3 
numbers. 

Being printed from plates, it is always pos- 
sible to issue a new edition of five hundred cop- 
ies for $30, or a larger number at the same rate. 

Publishers a to su 7 
ERs’ INK for the benefit of advg. eaeens may,on 
application, obtain special co: ential terms. 

tr If any person who has not paid for it is re- 
Re ayy ? INK it 4 because a Sook 
n name, Every r P) 
at the expiration of the time Paid for. 
ADVERTISING RATES . 
lassified advertisements 25 cents a line: six 
words to the line; 1 measure; display 5U cents 
a line; 15linesto the inch. $100a page. Special 
position twenty-five per cent additional, if grant 
ed; discount, five per cent for cash with order. 


OFFICES: NO. 10 SPRUCE ST. 
London Agent, F.W. Sears, 50-52 Ludgate Hill, E.C. 


NEW YORK, NOV. 13, 1got. 


ANY young man, interested in 
advertising, is invited to write an 
advertisement for Printers’ INK, 
telling why and wherein to read 
PrinTErS’ INK is useful to a young 
man interested in advertising. For 
every such advertisement sent in, 
that is good enough to be worth 
using, a year’s subscription to 
Printers’ INK will be presented to 
the writer. 














MEN who advertise on a big 


scale are generally also employers 


of labor on a big scale. 


Every persistent advertiser is 
adding his energies to the mater- 
ial wealth of the country. 


More failures result from lack 
of merit in the article advertised 
than from lack of merit in the ad- 
vertising. 


FREQUENTLY it’s the case that a 
merchant finds it harder to pay 
for a small ad than he does for a 
large one. 


EXPERIENCE should be bought as 
cheaply as possible. Of what 
value is experience to the adver- 
tiser who has expended all his 
money in getting the experience? 


THE impression is rather wide- 
spread that at the present time the 
best advertising matter emanating 
from anv one source comes from 
the brain shop of Artemas Ward, 
the Sapolio man. He may not do 
it all, but his eye passes on it, and 
if it has his approval it is good. 
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In spite of adverse criticisin, 
yellow journalism is thriving and 
extending at least the claims for 
circulation. 


SoME merchants treat their only 
advertising space—the window— 
as though it were something to 
be ashamed of and concealed. And 
it usually is when they have filled 
it with empty cigar boxes, whole- 
salers’ signs and packing cases. 


DEFIANCE is a lamentably weak 
thing in advertising, for it does 
not advertise. The space that is 
taken up with a “challenge to 
competitors” or an offer of “ten 
thousand dollars for goods equal 


_in merit” might better be filled 


with sensible argument. It will 
be worth more if it is left white. 


It is a singular fact that a mod- 
ern encyclopedia gives exhaustive 
information on most known sub- 
jects of business, art and historv 
—but none on advertising. Ad- 
vice on advertising must be feas- 
ible and practicaJ, it must be the 
substance which long experience 
has crystallized into points which 
are applicable as live business 
facts. 


ADVERTISING artists are demon- 
strating that there are many vari- 
ations of shade between black and 
white. The Pearline genius has 
evolved a wholly new use of white 
letters on a dark background, ob- 
taining not only a plate that prints 
under most circumstances, but an 
effect that is soft and artistic as it 
is bold. The work of advertising 
artists now running in the maga- 
zines is highly instructive. 


WITH surprisingly few excep- 
tions the advertising pictures in 
current magazines hinge upon one 
of these themes: Grandma, Aunt 
’Tildy or Uncle Silas, the baby, 
the society young man, the young 
woman who cooks things, the 
pretty American girl of the sev- 
eral vintages, the actor and act- 
ress, the small boy and girl, and 
the happy family gathered around 
the parlor lamp. The man who 
succeeds in hitting upon a theme 
that cannot. be classed under these 
heads will be almost certain to 
have something original. 
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Even good advertising will fail, 
unless it is backed up with good 
goods. 


DocMATISM is seldom good ad- 
vertising. It may sound convinc- 
ing to say that “In order to look 
well and feel well you must wear 
one of our $12 suits,” but it does 
not reason out satisfactorily. A 
reader will deny such a statement 
mentally. There are plenty of $12 


suits in the world that will make 
any one look and feel well, and 
then there is the other kind, too. 
To show your readers in quiet, 
sane language that your suits are 
excellent and worth a trifle more 
than $12 would be more effective. 


Ir theater programmes be good 
advertising (and many careful ad- 
vertisers use them steadily) it is 
certain that theater-goers_ will 
read longer arguments than are 
usually printed, outside of mail 
order journals. Folks who sit 
yawning between the acts need 
something to occupy their minds. 
Our blessed Yankee habit of rush- 
ing has bred up a race that in- 
stinctively seeks to make the most 
of its waking hours. It hates to 
relax and sit idle at the theater. 
When the programme’s few stick- 
fuls of wit and fashion notes have 
been read and reread, the theater- 
goer looks through the pages for 
a nice, solid ad, hoping that it will 
lead him into forgetfulness until 
the curtain rises again. 


THERE is rare virtue in the ques- 
tion mark as a writing tool, and 
it can be used to distinct advan- 
tage in ads. A catchline in the 
form of a query is often potent 
to bring the reader back to an ad, 
for human curiosity is strong, and 
the query contains an element of 
mystery that arouses it. Nor will 
anything set readers thinking so 
surely as a blunt query after you 
have stated your side of your 
story. Give them the facts and 
ask them what they think of them. 
Give them three and two and ask 
them whether they do not make 
five. It is a simple writing trick, 
and can be seen in the pages of 
all the writers of the past (Ma- 
caulay made good use of it), but 
it is perennially effective. 
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In the past month two Print- 
ERS’ INK babies were born. One is 
called Progressive Advertising, 
and is edited by E. S. Day, for- 
merly editor of the Advertisers’ 
Review, London, England. The 
other’s name is Jist; it was born in 
Philadelphia, and is edited and 
published by J. Monroe Boyer, 
5101 Columbia avenue. Both 
youngsters make a fairly creditable 
appearance and promise to become 
better and better with each suc- 
ceeding number. 


THE Physical Culture Publish- 
ing Company, Twenty-fifth street 
and Broadway, New York, pub- 
lish a little house organ called 
Woman’s Physical Development, 
which sells widely at five cents a 
copy. It is of sufficient general 
interest to pass through the mails 
at second-class rates, although out 
of eleven pages of ads in the Oc- 
tober number, eight are feeders 
for the publishers’ physical cul- 
ture tools and publications. It 
gives a full nickel’s worth of sen- 
sible advice and information, how- 
ever, and would seem to be a good 
model for other advertisers along 
the same line. Certainly ninety 
per cent of those who buy it must 
be interested in the subject it 
treats of, and will become buyers 
of the publishers’ goods. 


Many are the sins committed 
in the name of the advertising 
epigram. Bright phrases have 
played so important a part in 
large campaigns that many small 
advertisers have overestimated 
their value. An advertising epi- 
gram, be it ever so pointed and al- 
literative, is only a small factor 
in the best ad. Fine cuts and 
clear argument are worth tenfold 
more. The littler fellow, however, 
racks his brain for a sentence that 
will read smoothly and have a 
suggestion of point or rhyme, and 
very often he gets one that is 
merely a euphonious _ business- 
killer. “The automobile of the 
fountain pen world” is one used 
by the Laughlin Manufacturing 
Company, of Detroit, Mich. It is 
patent at a glance that there is no 
connection between pens and 
horseless carriages. The phrase 
is absolutely without meaning. 





34 


_ Tue ad that invites investiga- 
tion invites confidence as well. 


A STRONG belief that your ad- 
vertising will prove successful is 
essential to successful adwriting. 


A MAGAZINE supplement for 
dailies is becoming fashionable. 
The idea seems to have originated 
with the daily Recorder years ago. 
Upon the demise of that paper 
the Tribune continued the maga- 
zine part of it with many im- 
provements therein. Then ap- 
peared that most excellent Satur- 
day Review of books and art from 
the Times office, that excels in 
merit anything of the kind ever 
before attempted. In addition to 
this the Times has also a Sunday 
Magazine, brimful of society gos- 
sip, local stories and interesting 
miscellany. The latest venture 
in this line is a weekday magazine 
supplement from the Herald office 
devoted exclusively to real estate. 
It is said by real estate men that 
this latest venture is very com- 
plete, correct in its facts, and con- 
veys a great amount of informa- 
tion that one would have to search 
far and long to obtain elsewhere. 


ARTEMAS Ward lays stress upon 
the fact that the Pearline “ before 
and after washing” ads, now run- 
ning in the magazines, are of fully 
as much benefit to the Whytlaw 
wash fabrics as to the washing 


powder itself. It is not improba- 
ble that advertising combinations 
will be developed along this very 
line in the near future. There 
are many businesses so interlinked 
with one another that a full page 
in the magazines could be made 
to advertise their common inter- 
ests quite as well as two separate 
pages. A camera and a dry plate 
could be merged into such an ad, 
and both be better for the co-op- 
eration. Dentrifices and _ tooth 
brushes, fountain pens and inks, 
railroads and resorts are others 
that suggest themselves offhand. 
With the amount of money that 
would be expended upon two pag- 
es, stch a miniature syndicate 
could afford to pay fancy prices 
for drawings and ideas, getting 
results that would far surpass the 
present average at less cost. 
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GREAT is the power of words— 
if they be the right words. “Sani. 
tary,” “nutritious,” “hygienic” 
“wholesome” have an advertising 
value that is above price. Not 
long ago a New York adwriter. 
was commissioned to write some 
literature for a tooth paste that 
had been on the market several 
years. The manufacturers had 
been using matter that was pain- 
fully stereotyped, so the adwriter 
began casting about for fresh 
ways of “playing up” the com- 
modity. When he got to inquir- 
ing into the formula of the paste 
he found that it was largely madé 
up of pure honey. With his 
knowledge of word values and the 
aid of an artist he very speedily 
prepared a line of advertising that 
dwelt upon the wholesomeness of 
honey, and made use of all its as- 
sociations with clover fields, past- 
ures, flower gardens and country 
life. The right word and the right 
keynote are usually buried some- 
where in the commodity, and the 
art of copy writing consists in 
finding them 

THERE is a well-defined demand 
in large cities for a telephone mon- 
ey order system. People who livein 
New York and Chicago and other 
communities .of “magnificent dis- 
tances” transact a great volume of 
business by telephone, and even 
telegraph. In the ordering of 
theater seats, concert tickets, 
sleeper berths, railroad tickets, 
staterooms and other things that 
can be secured by telephone the 
main difficulty is the transmitting 
of money. Seats and tickets are 
often forfeited when not claimed 
upon the minute by parties who 
have no accounts with theaters, 
and it is next to impossible to con- 
vey money by any convenient, in- 
expensive method. If a reliable 
system of stations were  estab- 
lished where money could be paid 
and transmitted by telephone it 1s 
likely that urban telephone order 
business would be greatly increas- 
ed.. Improved money order sys- 
tems have done much to increase 
the volume of trade in the rural 
districts of the land, and_ there 1s 
no reason why they could not: 
made to do as much for the cities: 
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FLIPPANCY and pertness are of- 
fen mistaken for an easy style in 
advertising, and many a “smart,” 
epigrammatic piece of imperti- 
netice is put forth because its pro- 
ducer thinks it forceful and clever. 
The mails are especially cursed 
with such literature. Between col- 
éfless facts and vulgarity it is far 
better to choose the first evil, for 
the advertising that offends is 
worse than that which does not 
attract—worse than none at all. 


New uses are found for adver- 
tising space every month now-a- 
days. The Philadelphia man who 
recently invented magazine reality 
advertising is an original genius, 
but others are applying space to 
purposes quite as novel. The New 
York production of the operatta 
“Florodora” is being advertised 
in Chicago papers with profit, and 
the proverbial straws show that 
publicity is about to be developed 

/ jm many new directions within the 
next few years. 


translates 

from a 
Chinese newspaper. The editor 
had been guilty of printing a 
piece of live news, and had been 
brought up at the bar of public 
opinion by the letter-writing por- 
tion of his clientele: 


In future nothing which may be de- 
scribed as new will appear in these 
columns and thereby prevent people’s 
understandings from being enlightened. 
None but bigoted members of the con- 
ceited literati will ever be called to 
assist upon the editorial staff. We shall 
confine ourselves to the affairs of the 
last dynasty, carefully avoiding all ref- 
erence to the family that now rules 
China. We shall give our special at- 
tention to fortune-telling, witchcraft, 
and kindred subjects. A place of su- 
pteme importance will be given to the 
revered teachings of geomancy, and we 
shall show that a man’s good luck or 
misfortune is controlled by the stars. 
We .shall respectfully beg his majesty 
to observe the old customs, and that the 
mandarins follow their excellent and 
time-honored methods of transacting 
businéss. We shall resist with all our 
strength every attempt to introduce re- 
farms, and lest we should be tempted 
to. record any current events, we re- 
solve from this time forward to dis- 
pénsé with the service of all reporters 
asa useless waste of money. We hope 
inthis way to earn the good will and 
support of all our readers, firnfly be- 
lieving that if we faithfully do accord- 
ing to this honest and admirable advice 
the. benefit will be manifested to all. 


Current Literature 


the following editorial 
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ALL methods of advertising are 
good. It remains for the adver- 
tiser to find out which method is 
best for his business. 


A PRICE that is strong enough 
to compel attention should never 
be bolstered up with adjectives 
such as “phenomenal,” “unprece- 
dented” and the like. The same 
result is attained by laying stress 
on the goods themselves, and in 
most instances where the price of 
an article is an inducement to buy, 
the readers of the ad are posted 
enough to recognize that it is “un- 
precedented.” When the Hebrew 
push cart pedler tells you that his 
striped stockings are twenty cents 
a pair he generally adds, in the 
same breath, “And I vouldn’t 
charge you any. more than any- 
potty else.” This is riotously bad 
art, of course, and by pursuing 
similar tactics in printed ads the 
advertiser lays himself open to 
‘suspicion. 


THERE are two essentials at. 
least in order to build up a suc- 
cessful business. The first is to 
have what the people want, and 
this is not only the first, but it is 
the most important—possibly a 
strange admission for an adver- 
tising journal to make.—Agricul- 
tural Advertising. 

Why should this be “a strange 
admission for an advertising jour- 
nal?” To admit that advertising 
is one of the lesser factors in ad- 
vertising success is not at all a 
novel admission in these enlight- 
ened days. The time has goneeby 
when advertising was preached as 
a sovereign thing of itself, need- 
ing nothing but itself to succeed. 
To refuse to admit that there 
were other forces as important 
would be the most novel policy 
for an advertising journal of 1901 
A.D. This is a liberal age, and the 
publisher or editor who tried to 
hide the “secrets” of advertising 
or anything else would soon be 
run out of business by some one 
who was literally burning to re- 
veal all the mysteries. No admis- 
sion is strange for an advertising 
journal, unless it be an untrue one 
—and they, perhaps, are not so 
strange, either. 
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Jones of Binghamton still pays 
the freight. 


You may imitate a successful 
merchant’s style of advertising, 
but unless you imitate nine-tenths 
of his other methods of merchan- 
dising your imitations will remain 
the failures which they deserve 
to be. 





FRESHNESS is an important fac- 
tor in all advertising. Nothing 
palls like a stale advertisement, 
nor does anything grow stale so 
quickly. Newspaper ads_ should 
have the crispness of news; maga- 
zine ads should have the appear- 
ance of being made for the par- 
ticular month in which they ap- 
pear; car cards should be a part 
of the very day upon which they 
are posted, while window and 
stock legends should give readers 
the impression of saying some- 
thing that you made up your mind 
to say only a half an hour ago. 


THE fact about your goods that 
is best known to yourself is often 
the precise fact to hinge an inter- 
esting ad upon. Not so many peo- 
ple as you suppose know the inner 
side of your business. If you will 
take space to inform them on the 
differences between cheviot, taf- 
fetas, serges, tweeds, velours, don- 
golas and other trade terms, you 
will find meaty ads flowing from 
your pen in a truly amazing fash- 
ion. Tell them just as though 
they had come to the store and 
asked you, beginning ‘“ You see, 
the difference is this—’ Present 
day ads are full of these technical 
terms, and many readers will be 
interested in the weaves, textures 
and qualities they represent. The 
cigar advertiser, for one, has been 
so stressful upon the point of his 
clear Havana fillers that there are 
probably some millions of smokers 
who do not know what a Havana 
filler cigar really is—why the 
name is a symbol of worth. And 
many an entertaining booklet is 
vet to be written upon the mystic 
Spanish words that come with 
cigars—colorados, maduros, es- 
necialles, conchos and the like. 
Never go afield for advertising 
ideas until you have exhausted 
those near home. 
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Tue New York Outlook is said 
to carry a larger amount of adver- 
tising than any other weekly of 
similar character published. This 
fact has occasioned some remark. 
A glance at the Outlook, however, 
furnishes a satisfactory explana- 
tion. It is a very able paper, care- 
fully edited, well put together and 
deserving of the high standard 
which it has attained. 


DuriInG the recent municipal 
campaign in New York City over 
five hundred downtrodden mortals 
responded to an advertisement for 
men to carry banners inscribed, 
“Vote for Tammany and Pros- 
perity—Let Well Enough Alone.” 
Fifty cents a day were the wages 
offered in the ad, and the only man 
who saw the incongruity, seeming- 
ly, was Richard Croker, who com- 
manded that they be paid two dol- 
lars a day. 


ADVERTISEMENTS are a modern 
substitute for salesmen. The 
clerk and the drummer were at 
one time the merchant’s sole me- 
diums between goods and _ pur- 
chaser. Their salaries depended 
largely upon their ability to har- 
monize the two. The drummer 
aimed to pick up the thread of a 
conversation broken off a month 
before, while the clerk tried to fit 
goods to the customer's tastes. 
Advertisements are intended to do 
the same work on universal lines. 
They aim to be business talks that 
will fit any one who reads them. 
The publications of the world are 
rapidly specializing. Each is seek- 
ing out a particular kind of hu- 
man, and the one reason that a 
publisher has for starting a new 
periodical is to fit a class that he 
has discovered for himself. The 
Atlantic Monthly goes to the up- 
per end of Manhattan Island and 
into drawing-rooms; Munscy’s 
goes to the lower end and into the 
kitchens. The lines are roughly 
drawn, of course, but they are 
certain, and will be more sharply 
defined with time. Some adver- 


tisers will find it profitable to ap- 
peal to all classes in different lan- 
guage and fashion, but the ma- 
jority will find it most advisable 
to select the publications that will 
best serve their purposes. 
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BUFFALO 442g" EXPRESS. 








EVERYONE WHO 
KNOWS ANYTHING 
ABOUT BUFFALO 


KNOWS THAT 
THE EXPRESS 
ae 
LEADING PAPER. 





wJLIUSTRATE 
BUFFALO Be eer san EXPRESS. 




















THIS ADVEKTISEMENT IS NOT PAID FOR. IT IS INSERTED GRATIS, 
BECAUSE IT IS SUCH A SIMPLE AND AT THE SAME TIME SUCH AN EFFECTIVE 
ADVERTISEMENT THAT IT IS VALUABLE AS AN OBJECT LESSON TO THE 
READERS OF PRINTERS’ INK. 
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THE NEW YORK “PRESS.” 


WOULD IT RATHER PAY $10,000 
THAN TELL WHAT ITS CIRCULA- 
TION IS? 


The New York Press prints a state- 
ment that it has “the largest Republi- 
can circulation by many thousands of 
copies a day.” The American News- 
paper Directory accords to the Press a 

* circulation rating, which is ex- 
lained to mean that its issue is _be- 
ieved to- exceed 40,000 copies. The 
Directory also carries a standing offer 
of a reward, as follows: 

A copy of the next issue of the Amer- 
ican Newspaper Directory will be pre- 
sented to the first person who shall 
prove that any paper in this edition 
credited with a circulation rating by let- 
ter is actually entitled to a higher let- 
ter rating than it receives.—PRINTERS’ 
Ink, October 30, 1901. 


The devil take your reward of a copy 
of the American Newspaper Directory! 
Nobody wants it. But if the Press 
proves to you that, within twenty-five 
miles of City Hall Park alone, it has 
a circulation (and a NET PAID circu- 
lation, all returned, complimentary and 
unsold copies deducted) of more than 
twice your “‘B rating” of 40,000, will 
you announce in your “business” end 
of the American Newspaper Director 
that you are a liar and a— Well, we'll 
be satisfied with that much. 

For if you will, the Press will prove 
to you that it has within twenty-five 
miles of City, Hall Park alone more than 
twice your “accorded” Ao Pr. And if 
it does not prove it “PRESS” 
wae GIVE TEN THOUSAND DOL- 

ARS to any charity to be named by 
Me Seth Low, the Fusion candidate for 
Mayor.—New York Press, Nov. 1, 1901. 


The Press either wants to have 
advertisers know how many copies 
it prints or it does not want to 
have advertisers know how many 


copies it prints. As the Press 
never tells how many copies it 
prints it is fair to suppose that 
its reason for not telling is be- 
cause it does not want to have ad- 
vertisers know how many copies 
it prints. 

On the 16th of October, 1899, 
somebody connected with the 
Press, who writes an illegible sig- 
nature, communicated with the 
publishers of the American News- 
paper Directory to the following 
effect : 

Permit me to inform you in case you 
desire to have the New York Press cor- 
per Di rated in the American Newspa- 

irectory that there was no period 
in the year of 1898 in which the circu- 
lation of the New York Press did not 
exceed your highest rating “A” by sev- 
eral thousands. Permit me to suggest 
also that during the vear 1899 there has 
been no week in which the circulation 
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of the New York Press has not 
larger than for the preceding week, and 
that consequently there has been 
period thus far in 1899, in which the 
circulation of the New York Press wag 
not many thousands Righer than your 
highest rating “A his is respect- 
fully submitted a your information, 
It can, of course, be easily verified, 
you desire to give the correct rating # 
the New York Press. 

It will be observed that in the 
last sentence it is stated that the 
information given above can bé 
easily verified. With a view of 
verifying that statement, a repre- 
sentative of the American News- 
paper Directory, who was also a 
stenographer, interviewed the pro- 
prietor of the Press, whereupon 
the following conversation oc- 
curred: 

— is Mr. 

Yes, 

I received this note from you 
this morning. That is your hand- 
writing, is it not? 

That note is from Mr. Ward- 
man. I will call Mr. Wardman. 

Suppose I talk with you, Mr. 
Einstein? 

Mr. Wardman is the publ.sher 
of the paper. 

Would it be better to talk to 
you or to Mr. Wardman? 

It would not be any better or 
any worse. 

I wish to preface what I have 
to say by assuring you that I 
WOULD like to have the Press cor- 
rectly rated in the American 
Newspaper Directory. 

You have not been trying to 
make it correct for the last year. 

I have. I assure you that it 
was the intention to have the cir- 
culation of the Press correctly 
rated in the Directory. Now, do 
YOU wish to have the Press cor- 
rectly rated in the American 
Newspaper Directory? 

It does not make a darn bit of 
difference. 

That being the case, what is the 
use of writing this sort of letter? 

Let me see that letter. It says 
in case YOU desire. It doesn’t 
say WE desire. 

I do not understand that YOU 
do desire. 

We have not made any. effort 
as far as I know, have we? 

To this inquiry Mr. Wardman, 
the publisher, responded no,, and 
the Directory man said, “That be- 


Einstein ? 
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ing the case, I do not think I need 
take'any more of your time,” and 
lie came away. 


Perhaps the Press would be 
more willing to give $10,000 
to. any charity than it would 
tell how many copies it prints; 
still, the Press is a very good pa- 
per, and it must print a good 
many copies. Probably the only 
objection to telling how many is 
because it at one time printed 
more copies than it does now. 

In this connection the following 
anecdote, reprinted from PRIN- 
ters’ INK for November 6, is in- 
teresting : 

As an evidence of how little faith 
may sometimes be placed in the claims 
regarding the circulation, the following 
story is an illustration: _ 

“About a year ago,” said Mr. S. G. 
Rosenbaum, manager of the National 
Cloak Company, a concern who adver- 
tises in every leading magazine, “a: so- 
licitor who had been canvassing me 
for some time brought the matter to a 
focus. I had not made the contract 
with him, because I had little faith in 
his medium, but as I rather liked him, 
I asked him what circulation he 
claimed. He promptly replied that his 
paper—a monthly—published more than 
50,000 each issue, but that the comin 
number would have a circulation o 


55,000. 

“While I had reason to doubt, I 
nevertheless credited his ublication 
with thirty to forty thousand. And if 
it had reached the lesser figure, I would 
have signed a contract. 

“T recalled that the printer who gets 
up my catalogues twice a year also 
printed the magazine in question. I 
went to the printer and plumply asked 
him-how many copies of the —— 
he turned out every issue, and this was 
his reply: 

“*We usually print about 2,800 cop- 
ies every issue. But this month they 
are going to get out an edition of 
3,000.” ” 

The circulation question is one of the 
burning problems of advertising. There 
can be no doubt that in the long run it 
will pay every publisher to tell the 
plain truth about the circulation of his 
publication. 


When talking about liars the Press 
ought to be very careful about mak- 
ing statements to the effect that no- 
body wants the American Newspaper 
Directory. The Press’ reputation as 
a truth-teller will never be established 
by talk of that sort. It is not Christian. 


Tue place of the word “ad” in 
living English is now. so sure that 


Mr. Ward has good reason to 
drop ‘the period from it in the 
pages of. Fame. 
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SIXTH SUGAR BOWL. 


Some people think that trade pa- 
pers are not of much account, and 
many such people never heard of 
the American Machinist, which 
comes out every week neverthe- 
less, and prints nearly 20,000 copies 
weekly and more than 20,000 copies 
monthly. The publishers of the 
American Machinist would not ad- 
mit that they make any more 
money than they ought to, but one 
time, not very long ago, some one 
went around to their place and of- 
fered them a half million dollars 
for the property, and the offer was 
turned down. 


Publication Office of “MacHINERY,” 
The Industrial Press, Publishers, 
9 and 15 Murray Street, 
New York, Nov. 1, 1901. 
Editor of Printers’ Ink: 

The Inland Printer, Iron Age and 
Power all stand at the head im their re- 
Pg fields, although in our opinion 
the Inland Printer is not only the best 
of the three, but, all things considered, 
the best trade paper published any- 
where, and therefore entitled to the su- 
gar bowl. 

But we are curious to know in what 
respect “Machinery” “does not. favor- 
ably compare with atleast one, and pos- 
sibly two,” of the above publications, 
and why tt has been discarded for a pa- 
per that has steadfastly refused to make 
known its circulation. Yours very truly, 

Tue InpustrriaL Press, 

M. S. O’Neill, Business Manager. 
CIRCULATION STATEMENT. 
Machinery reaches all classes—jour- 
neymen, foremen, draftsmen, superin- 
tendents and employers; and has the 
largest paid circulation in its field in 
the world. Advertisers will be afforded 
every facility to verify the statement of 

circulation given below: 

1900: Dec., 27,500. 1901: Jan., 27, 
500; Feb., 26,500; March, 30,000; April, 
26,000; May, 26,500; June, 28,000; July, 
28,964; Aug., 29,492; Sept., 28,165; 
Oct., 28,345; Nov., 31,743. 

_ No other paper in this field prints its 
circulation figures. 

H. H. Franxiin Mrs. Co., 
Producers of Finished Castings. 
Syracuse, N. Y., Nov. 4, rgor. 
Editor of Printers’ Inx: 

In our opinion the Iron Age, a trade 
paper, and Printers’ INK, a journal 
for advertisers, hold similar positions 
in their respective fields. There are a 
number of trade papers that excite our 
admiration. But for all around sta- 
bility and usefulness in its field we do 
not think the Jron Age has an equal. 
The same can be said of Printers’ 
Inx. A lot of Printers’ InK babies 
are interesting. But for good sense, 
intelligence and helpfulness we prefer 
PrInTERS’ INK to any five others. 

Yours truly, 
H. H. Franxurn Mec. Co., 
H. H. Franklin. 
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Special Issue of 


Printers’ Ink 
To Seed and Nursery Men 








Press Day, November 27. 
Fs 


Every Publisher 


of a first class newspaper—magazine—trade or class 
paper—publishers of large mail order journals, or agri- 
cultural and farming journals should be interested in this 
Special Issue to the 


Seed and Nursery Men in the United States. 
The edition goes to every responsible seed and 
nursery firm in the country for the purpose of obtaining 


additional subscriptions to PrinTers’ INK. These people 
are persistent and extensive users of advertising space. 


PRINTERS’ INK Special Issue reaches them just at the 
time when they contemplate the advertising appropri- 
ations for the Spring Season of 1902. 

Their minds are open to good propositions and an 
advertisement setting forth the points of a good publication 
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is sure to be seen and read. There is no other way by 


which the same message could be conveyed as effectively 
at the same cost. 
FF 
Adwriters and Designers, Printers, 
Catalogue Makers, Engravers, 
Novelty Manufacturers, etc., etc., 
may use this issue to greatest advantage. Their re- 
spective ads reach a large and growing element of 
American advertisers, who need the assistance of special- 
ists at one time or another. They reach this class—the 
whole of them—through the classified columns of 
PrinTERS’ INK for 25 cents a line. It’s the cheapest rate 
of any medium published, considering quality and in- 
fluence. The classified columns of Printers’ INK are 
considered by many to be better than display space. 
And it has often been shown that a one dollar ad—4 lines 
—28 words-—-inserted among the classified columns, con- 
tinued to bring results years after its first insertion. 
Ft 

Advertising rates: Page, $100; Half, $50; Quarter, 

$25. Display, by the line, 50 cents; Classified, without 


Display, 25 cents. 
play, 25 dias 


Book your orders early to insure acceptance and 
position if such is required. 





Pp ° t , I k S, ° l Address 
rinters nt pecia - P 
Edition to Distillers Printers’ Ink 


Press Day, December 31. 10 Spruce St. 
New York 
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THE TERROR OF TAMMANY. 


AN INTERVIEW WITH WINANS, THE 
BILLPOSTER WHOM CROKER HAD 
ARRESTED—THE MAN WHO “POSTS 
THEM SO THEY SCREAM’’—NEVER 
POSTED A bILL IN HIS LIFE, BUT 
KNOWS HOW TO GET IT DONE—UN- 
ION LABOR ONLY—AN_ ARREST 
THAT PROVED A GOOD ADVERTISE- 
MENT—POLITICAL WORK IN A 
HURRY — WORKING TWENTY-TWO 
HOURS A DAY—A_ BILLPOSTING 
ACHIEVEMENT WITHOUT PARAL- 
LEL. 


Opportunity makes the man. It 
developed Washingtons, Napo- 
leons, Deweys, Hobsons and Funs- 
tons. In the arts of peace it has 
developed many able men who 
were not suspected of having con- 
spicuous ability. Leaders will as- 
sert themselves, however, and the 
latest leader to push his way to the 
front in a very brief time is T. S. 
Winans, the coming  billposter, 
whose “opportunity” was the city 
and county election just closed in 
New York. And thereby hangs 
an interesting tale: 

. S. Winans was born in New 
York City but went to Chicago in 
his youth. To be very candid, he 
is a youth still in point of years, 
but he is quite aged in experience. 
He thought he would like the ad- 
vertising business, so turned his 
attention to it in a desultory way, 
and picked up what pointers he 
could about it here and there. Two 
years ago he returned to New 
York and found employment with 
the American Queen and also the 
Trade Paper Advertising Agency. 
Mr. D. J. Kelley, of the American 
Queen, taught Winans his first 
lessons in advertising. He was at 
once recognized as a natural born 
seller of goods, and a leader even 
in that. He had his own methods 
of doing business, and they were 
invariably successful. Sam. 
Hoke, the famous billposter, saw 
in Winans a hard headed, practi- 
cal, energetic worker, and he 
made him an offer to join his staff 
and be virtually the “second in 
command.” 

Winans accepted Hoke’s offer, 
and he soon made his influence 
felt in his new position. He was 
an exceptionally good solicitor and 
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would bring business from the 
most apparently barren fields.” 
Now, Mr. Hoke belongs to the 
Billposters’ Union, or Association, 
or whatever it is, and, of course, 
as a member of a trust, he had to 
conform with its rules. Winans, 
in the way of business, called on 
Capt. Cosby, of the Citizens’ Un- 
ion, and talked billposting to him. 
He pointed out that Tammany 
Hall was painting the town a vio- 
lent red, that they had all the best 
spaces ‘engaged, but that other 
spaces could be had and other post- 
ers prepared that would “scream” 


out the truths against Crokerism 


T. S. WInans. 


and burn themselves’ into the brain 
of passers-by. 

Mr. Winans was introduced to 
the financial committee and spoke 
eloquently and long before that 
body, finally communicating his 
enthusiasm to them so conclusive- 
ly that he left the room with a 
$3,000 order as a starter, and 
forthwith repaired to Sam Hoke to 
report the good news. It happened 
that Mr. Hoke was out of town 
that day, but when he returned 
next day and heard the news he 
nearly had a fit. 

He and his confreres of the 
Billposting Trust had an arrange- 
ment to post all the Tammany pa- 
per—they certainly would not 
agree to post that of the opposi- 
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tion. He had no alternative but 
to turn down the order, and so T 
S. Winans scratched his head and 
did a lot of thinking. He had 
pledged his word to do that $3,000 
worth of work, and to do it in a 
certain time. He is a man who 
likes to keep his word, and, more- 
over, it seemed like flying in the 
face of Providence to turn down a 
good fat order like that. His de- 
cision was characteristic of the 
man. He promptly wrote out his 
resignation and handed it to Mr. 
Hoke, informing him that he 
would carry out the job himself. 
They parted in a perfectly friendly 
way, each satisfied that the other 
was doing the best for his own fu- 
ture interests. Winans had the 
job on his hands, and he knew as 
much about practical billposting as 
he did about the ancient Egyptians, 
but he wasn’t going to be phased. 

His first idea was to get the best 
and quickest men to do the work. 
No scabs, outside loafers, but de- 
pendable men who knew their bus- 
iness thoroughly. He is a great 
champion of union labor, so he set 
about loking for union men, and 
he offered such good wages—paid 
daily at that—that he experienced 
no difficulty in employing from 40 
to 100 men to do his billposting. 
He hired a loft at 108 W. 28th 
street, and improvised an office and 
stockroom to use as headquarters. 

From a map on his desk he pre- 
pared the routes for his men to 
cover. He had as foreman Mr. 
Reilly—who has had about the 
longest experience in this city as a 
theatrical billposter—and_ three 
sub-foremen. Each of the latter 
had charge of a wagon and a gang 
of men, and carried their paper, 
paste, ladders, etc., with them. Mr. 
Winans impressed the men with 
the idea of a method of inspection 
that had never been operated be- 
fore—a personal and daily one. 
Some of them were at first inclined 
to object to what certainly looked 
like a system of espionage, but af- 
ter one or two had been summarily 
dismissed,the others became recon- 
ciled to the-system. Before long 
there was a spirit of friendly rival- 

among the men, all trying to do 
the best work for the new “boss.” 

Mr. Winans commenced his 
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work October 11, and had to finish 
it on the Saturday previous to 
election. He realized that, to do 
this, he would have to work his 
men late, and work late himself, 
too. He hired an automobile for 
just 24 hours a day, and during 
the campaign it was never many 
feet away from him. It stood out- 
side his house in the early dawn 
while he slept for two hours, it 
carried him to and from his office 
and along the different routes 
where the men were working. For, 
be it known to all men, there was 
less danger of being interfered 
with when the work was done dur- 
ing the night. 

The three sub-foremen would 
report to the foreman, before 
starting with their gangs on a 
route, just what locality they were 
going in, and the foreman would 
report to Mr. Winans at what hour 
these assistants would be in cer- 
tain places, and there surely the 
automobile would be with its oc- 
cupant, who had an open map on 
his knees and a list of the stands 
where the men were at work. By 
a code of signals arranged with 
the driver, one touch of the bell 
meant “to the right“; two rings, 
“to the left’; three rings “go 
ahead”; four rings, “turn around,” 
and so on—everything was done to 
save the precious minutes. 

There was danger in the work— 
plenty of it. Mr. Winans had 
guaranteed to every man that if 
he were arrested he would bail 
him out, and if fined he would pay 
the fine. He himself was arrested 
at the instigation of Mr. Croker, 
John B. Sexton and Register 
Fromme—three of the Tammany 
pillars, but the arrest was hailed 
by Mr. Winans as the best kind of 
an advertisement that he could 
possibly have, and so it proved. 
Every paper in the city gave him 
from half to a full column, and 
those who never heard of Winans 
began to be interested. For the 
arrest did not phase him one jot. 
He was bailed out by R. Fulton 
Cutting, and within half an hour 
afterward was directing his bill- 
posters at their work again! 

The result of the publicity ob- 
tained by his audacity and push 
soon made Mr. Winans a much 
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talked about man, and instead of 
being “in a hole” with his con- 
tract he found that he had made 
a reputation likely to mould his 
future, as he received so many 
unsolicited offers of assistance 
from prominent business men 
that he determined to run a per- 
manent billposting business in 
future. Though not a practical 
billposter Mr. Winans has the 
true advertising eye for display. 
The posters that he himself de- 
signed in this campaign are con- 
spicuous for their bold attract- 
iveness. Red and blue letters on 
a white ground—and not too 
much matter, that is his idea of 
good poster display, and he cer- 
tainly has secured good effects 
with his posters, which, as he 
claims on his business card, fairly 
“scream” at the beholder. When 
it was found that he was getting 
through the work at a satisfactory 
rate he received every encourage- 
ment from his employers and— 
more work! 

Altogether he has, in less than 
a month, sprung into prominent 
notice as an outdoor advertiser 
of wonderful push, perseverance 
and resources, and his idea of 
personal daily supervision is a 
new and strong one and is cer- 
tain to carry weight with adver- 
tisers who are particular about 
their billposting work. He will 
continue billposting independently 
and also manage a department of 
Mr. Sam. W. Hoke’s business. 

Joun S. Grey. 


ee ROE 
JOURNALISTIC TRAINING. 

If there is anything in a young man 

of real merit, newspaper work will cer- 


tainly bring it out. he chief value of 
journalism to a healthy youth, however, 
does not lie in this direction, but rather 
in the way of giving him a correct view 
of mankind and his relations thereto. 
The average college graduate has his 
head in the clouds when he starts out 
to make his way in the world. His 
long residence in the world of books 
communing with the masters of thought 
of all ages, has had a tendency to give 
him a mistaken idea of modern life and 
its opportunities. 

In the first place, humanity in the 
concrete as it exists to-day has to be- 
come idealized. He is filled with high 
and lofty ideas, and desires to make a 
name for himself as a reformer, an up- 
lifter of men. He soon finds that a ma- 
jority of his theories are impracticable 
and that he is woefully ignorant of the 
needs and the requirements of the very 
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people he would serve. The best 

to study humanity in all its phases 
at close range. Opportunities for do 
ing this are more abundant in newspa 
per work than in any other occupation, 
The reporter touches elbows with’ the 
humblest citizen as well as with the 
richest and most powerful. He is sent 
to the lowest parts of the city to obtain 
the news as well as to Fifth avenue 
and Delmonico’s. He is made to study 
men from every standpoint. He learns 
how much of hypocrisy, of deceit and 
of fraud there is in the world, as well 
as of humanity, true manhood, and no- 
bility of heart and purpose. He is 
taught that clothes do not make the 
man, and that oft-times the brightest 
jewel of character is concealed beneath 
the striped blouse of the ‘longshoreman 
or the man who digs in the ditch. He 
finds that the world will not give him 
a living unless he earns it and that in 
order to earn it he must work hard 
and unceasingly. 

In no profession, not even in law 
or in medicine, is such a correct view 
of life obtained as in journalism. All 
the shams, the false pretenses, the chi- 
canery, the plottings, and the villainies 
of men and women are revealed to the 
reporter’s eyes. 

He is taught self-reliance, his wits 
are sharpened, he learns how to size 
up men and women at their real value, 
and his views of humanity are broad- 
ened.—-N. Y. Editor and Publisher. 

—_+o+_—_ 


ADVERTISING M’KEESPORT. 


The determination of the real estate 

association’s promoters to voice the busi- 
ness claims of McKeesport throughout 
the surrounding country is a commend- 
able action. 
_Its idea is to force the claims of Mc- 
Keesport real estate upon the attention 
of people with money to invest and to 
induce investment in McKeesport realty 
because it is safe and profitable. The 
association will voice the advantages of 
this city by various methods and schemes 
and advertising without reference to 
any particular land scheme or real es 
tate firm. It contemplates making Mc- 
Keesport known abroad as a remarkably 
progressive city in which real estate in- 
vestments will be safe. 

Incidental to this the movement is 
intended to interest manufacturers in 
the city, and one of the specialties of 
the exchange will be to list a lot of 
manufacturing sites available for large 
or small factories which may be pur- 
chased at fair prices. 

The exchange, in addition, expects to 
foster a sentiment among local capital- 
ists in favor of investing money in 
manufacturing here and in that manner 
assisting in the further prosperity of the 
city as well as making money for them- 
selves. All the present mills in the cit 
are owned by people who live abroa 
but the exchange hopes to enlist home 
people in establishing new industries by 
intelligent investment of home capital. 

The exchange has laid out a lot of 
work, but it is all feasible, and followed 
up by concerted effort it can all be ac 
complished. The real estate men have 
the well wishes of all good citizens— 
McKeesport (Pa.) Times. 
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SOME FALSE CIRCULATION 
REPORTS. 


One of the rules and usages that 
provide for the quarterly revisions of 
the American Newspaper Directory is 
the following: 

a town where one paper gives informa- 
dew about its circulation that £ definite and 
satisfactory, and another gives information the 
accuracy of which no one would be justified in 
guaranteeing in the form in which it is given, 
a great deat of consideration is paid to state- 
ments about the circulation of rival pcblica- 
tions made by the publisher who has fur- 
nished definite and satisfactory information 
about his own ; and beg little to statements 

about the circulation of his rivals made by the 
publisher who fails to make a satisfactory 
statement about his own. 

It occasionally happens that a cir- 
culation statement is filled out with 
every attention to detail, is duly signed 
and dated, and possesses every appar- 
ent right to be received as conveying 
the absolute truth, and yet—notwith- 
standing all this—is a false and lying 
statement. For several years the pub- 
lishers of the Directory made a practice 
of paying a reward of one hundred 
dollars for the discovery of a circula- 
tion report in their book that could be 
proved to be based upon a lying re- 
port furnished by the publisher of the 
paper. This reward was paid twenty- 
nine times. The cases of the twenty- 
nine payments were as follows: 
In 1888, Waukegan, Ill., Gazette. 

changed owners. 

In. 1889, Madison, Wis., Skandinavisk Tri- 
bune. Dead. 

In 1891, Prospect, Ohio, Advance. Dead. 

In 1892, St. Louis, Mo., Anmzeiger des West- 
ens. Since changed owners and changed 


name. 

In 1892, Atlanta, Ga., Dixie Doctor. Dead. 

In 1892, San Francisco, Cal., Ca//. Since 
changed owners and changed name. 

In 1893, Muskogee, Ind. Ter., Our Brother 
in Red. Dead. 

In 1893, Monon, Ind., News. Since changed 
owners. 

In 1893, Montfort, Wis., Monitor. Dead. 

In 1894, Topeka, Kan., Saturday Evening 
Lance. Dead. 

In 1894, Minneapolis, Minn., Farm, Stock 
and Home. 

In 1894, Chicago, Ill., Western Rural. Dead. 

In 1894, Los Angeles, Cal., Family Ledger. 


Since 


In 1894, Seattle, Wash., Press. Times. Since 
changed owners and changed name. 

In 1895, Omaha, Neb., Bee. 

In 1895, Weir City, Kan., Jowrna/. Dead. 

In 1895, Williamsburg, Kan., Sxaflower. 


In 1895, St. Louis, Mo., St. Louis Maga- 
sine. Dead. 

In 1895. New Orleans, La., Morning Star. 

In 3895, Topeka, Kan., Western Poultry 


veeder. 
In 1895, Creede, Col., Candle. Since changed 
owners. 
Tn 1895, Omaha, Neb., Svenska Journailen. 
In 1895, Joliet, Ill., Zimes. Dead. 
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In 1895, Crawfordsville, Ind., Argus-Nerws. 
(Ad) 

In 1896, Detroit, Mich., Har; Hospital 
Bulletin. Dead. ~ " 
S. C., Sun, 


In 1896, Charleston 
In 1896, Lincoln, Neb., Evening 


Since changed owners. 

In 1896, San Jose, Cal., Herald. Since 
changed owners. 

In 1896, San Bernardino, Cal., Sus. 
changed owners. 

For what appeared to them a suf- 
ficient reason, the publishers of the Di- 
rectory discontinued the reward in 1897 
and thereafter, although they still con- 
tinue the guaranty of the accaracy of 
their reports in cases where papers 
themselves put up the $100, to recoup 
the Directory people for loss in case a 
false report is shown to have been 
made. The papers availing themselves 
of this privilege are few in number. 
Below is a complete catalogue of them:. 

Los Angeles (Cal.) Saturday Post. 

Denver (Colo.) Past. 

Peoria (Ill.) Star. 

Minneapolis (Minn.) Tribune. 

Kansas City (Mo.) Star. 

Philadelphia (Pa.) Evening Bulletin. 

Pittsburg (Pa.) Post. 

Toronto (Ont.) Mail and Empire. 

Naturally, the publisher who inten- 
tionally sends in a false circulation 
statement refrains from offering any 
inducement for anybody to unearth 
and make public his mendacity. His 
circulation rating, however, is certain 
to be scanned by his competitors in 
the same field, and if these have good 
reason to suspect its accuracy, a due 
regard for their own interests leads 
them to file a protest at the Directory 
office. And the frequency of these 
protests led the Directory editor to 
adopt the rule and usage set forth in 
the nonpareil paragraph with which 
this article opens. When such a protest 
is received its merits are canvassed at 
the Directory office, and if the proba- 
bilities seem to warrant such action, 
a communication is sent to the office 
of the paper whose statement is in 
doub’, and upon the reception accorded 
to it is based the future action of the 
Directory. The latest instance of this 
sort is fully set forth below: 

Tue “ Da-ty NortHwestern,” 
O-nxkosn, October 5, 1901. 
To the Editor of the American Newspaper 

Directory: 

Dear Str—In your September Directorw, 
under the head of Oshkosh, you credit the 
Oshkosh 7imes with an “‘ actual circulation for 
1900, 7,104.”" Now the actual circulation to 
our knowledge and belief does not exceed 3,000 
copies, and we challenge the correctness of the 
figures. Will you have the kindness to inform 
us as to the name of the person who signed the 
affidavit? We do not believe that you would 
intentionally give the authority of your Di- 


Dead. 
News. 


Since 
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rectory to a fraudulent statement of circula- 
tion, but this statement is notoriously untrue 
and where the paper is known your Directory 
is laughed at for its inaccurate figures. In 
1897 you quoted it ‘‘less than 1,000.”’ In 1899, 
3,737. Its circulation in 1goo was less than in 
1898, and yet in the book it is increased to 
7,104. Will you kindly tell us if you ever do 
anything to ascertain or substantiate the cor- 
rectness of such — in case it is disputed? 
Yours very truly, 


Tue Hicks PrintinG Company. 
a, 


New York, October 11, 1gor. 
Hicks Publishing Company, Oshkosh, Wis.: 

GENTLEMEN—Your letter of October sth, 
making reference to the circulation rating ac- 
corded to the Oshkosh 7imes in the American 
Newspaper Directory, has been reeeived and 
has had careful attention. Believing that you 
would not make such a charge without an in- 
tention of following it up, we have thought it 
best to send you the original circulation state- 
ment received from the 7Zes and upon which 
the circulation rating was based. If we have 
‘been imposed upon we wish to know it both 
for our protection and for yours. 

When you have made such use of the circu- 
lation statement as seems to you desirable, we 
must request that you return it to 

Your obedient servants, 
Go. P. Rowg.t & Co., 
Publishers of The American Newspaper Di- 
rectory. Per P. M.A. 


A fac-simile of the 7imes circulation 
statement is given on the opposite 
page. The original was forwarded to 
the publishers of the Morthwestern, 
who answered as follows: 


Osxukosu, October 14, 1gor. 
Publishers American Nowspaper Directory: 

GENnTLEMEN—We have your valued favor of 
the 11th inclosing circulation statement of the 
Oshkosh Times. We certainly wish to follow 
it up and are willing to do anything in reason 
to demonstrate the fraud. We have been pub- 
lishing the Northwestern conti ly for 
more than thirty years while the men 1unning 
the 7imeés began in 1898. We have our own 
building and five Mergenthalers, our own tele- 

ph wire and take the leased wire service of 
the Associated Press. The 7%mes has a small 
rented building, takes the ‘' pony report” of 
the Associated Press and uses two Mergen- 
thalers. We have constantly employed one 
hundred and fifty carriers and newsboys while 
the 7imes has only about thirty. Wecirculate 
in the city 3,785 papers by actual count, and the 
carriers of the 7zmes take out , as we learn 
directly from one who knows, e do a local 
advertising business of from 50 to 75 per cent 
greater than that of the 7zmes. To one who 
knows the local situation, no argument or so- 
licitation is needed, for he feels that the 
Northwestern is the paper, and the 7imes a 
very poor second, 

Now we furnish you an honest statement of 
our circulation, which runs. about 5,600. We 
have been thirty years reaching that point, but 
we have told the truth and we shall continue to 
doso. The ae te re of Oshkosh is 28,284, 
and we have almost twenty per cent of the 
population, Take newspaper circulation 
throughout the United States and very few pa- 
pers get as high as ten percent. One that ont 
fifteen per cent is very unusual, and we ven- 
ture the assertion that out of all of the papers 
reporting their circulation to you, not a score 
show twenty per cent of the local population, 

But here isa paper that was bankrupt and 
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on the verge of ion conti s] 
1895 to 1 7, quoted ‘* JK LU" in 1897; in on 
3,737, and in 1890, 7,104. This 1s + d 
ive per cent of the population of Oshkosh, hl 
has absolutely no home circulation, but télls its 
advertisers that it sends thousands of Papers to} 
some mysterious region ‘‘up north.” Wi 
you consider that the Chicago and Milwaukee! 
morning papers are sown broadcast all over) 
Wisconsin and the peninsular of Michigan on 
the same train taking the Oshkosh 7¥y/es | 
how much circulation can an Oshkosh paper 
get in that region? 

ow, gentlemen, we understand distincily 
that what we have said above is not the proof 
you want to discredit the Times statement. but 
it is necessary in order to understand the situa. 
tion. We have done business with your house 
continuously since 1870, and we have always 
sworn by Rowell. We never did believe that 
you would knowingly countenance a fraud,and 
we can see how you were forced to take the 
Times statement and give it credence. But we 
assure you that the statement is wrong and 
made with intent to deceive. This man sends 
you a statement and then parades it at the head 
of his columns and says '* Rowell says so.” 

We are anxious to disprove his statement, 
but how shall we begin? We are so confident 
that he is lying that we are willing to pay any 
reasonable expense necessary to show up thé 
fraud. Can you send a reliable man here to 
investigate? Our books are at your disposal or 
at the disposal of any advertiser, and we court 
investigation. We may be able to get a state. 
ment of the print paper used by the two offices, 
and this will show that we use more than twice 
as much asthe 7imes, but this is not conclu 
sive. You must have had similar cases of 
fraud and have a remedy, we shall be greatly 
pleased it you tell us what to do. 

In the meantime we will hold the decument 
subject to your order, and send you our sincere 
thanks for your prompt and courteous reply, 

Yours very truly, 
Tue Hicks Printinc Company, 
H. 





New York, October 18, 1go1. 

Hicks Publishing Company: 

GENTLEMEFN—Your letter of October rgth is 
at hand, Before proceeding further, we will 
await from you the return of the document sent 
you in our letter of the 11th. We are, 

Your obedient servants, 
Geo. P. Rowg.t & Co., 
Publishers of The American Newspaper Di- 
rectory. 


Osxuxosn, October 21, 1901. 
Geo. P. Rowell & Co., New York: 
GenTLEMEN—Replying to your favor of the 
19th, we return herewith the document as you 
request. Hoping to hear further from yca, we! 
are, Yours very truly, 
Tue Hicks Printinc ei 


When the 7imes statement came 
back the Directory editor thought it 
advisable to give the matter further 
investigation, and he thereupon ad- 
dressed to the 7imes the letter printed 
below and received from the 7imes 
the reply that follows it: 

New York, October 23, 19>1. 
Publisher of Times, Oshkosh, W is:: 

Dear Sir—We have on file. a circulation 
statement from your office, covering the year 
1g00, Showing the actual daily average of the 
Times to have been 7,104. 

We are particularly anxious thnt the accu- 
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racy of the circulation rating given your paper 
in the December issue of the American News- 
paper Directory shall .be established beyond 
question. In order that it may be so, we will 
cause the correctness of the circulation state- 
ment you have furnished to be verified by a 
special examination, provided you will place 
at our disposal the y facilities. The 
verification, if one is permitted, will be con- 
ducted without cost to yourselves. 

If this proposal is acceptable to you, we 
will send a representative for that purpose at 
an omy day. 

rusting you will favor us, we are, 
> obedient servants, 
Tue American Newspaper Directory. 





OsnkosH, Wis., October 25, 1901. 
American Newspaper Directory, New York, 
N. : 


GgNTLEMEN—Your favor of the 23d inst. 
has been received. We fear your desire in 
this matter has been created by certain state- 
ments made in regard to our paper bya reck- 
less publisher of Oshkosh. If you lived in 
Wisconsin you would understand that state- 
ments emanating from the source mentioned 


carry no conviction whatever, and we are sur- . 


prised to learn that you have been misled into 
a belief that they merit attention. Had this 
matter originated in any other way we should 
be very glad to have you send your representa- 
tive here and examine our records, but we do 
not think that we care to have an investigation 
simply to disprove a statement made by per- 
sons whose reputation for veracity has yet to 
be established in this community. 

Yours very truly, 

Times PusBiisHinG CoMPAny. 


This is the sort of reply common in 
such cases, if any reply is made, and it 
is the practice of the Directory editor 
to consider it equivalent to a confes- 
sion of judgment. Following his usual 
practice, he will attach to the circula- 
tion figures of the 7imes in his next 
issue what are called the doubt marks: 

+ + tt 

The meaning of these marks is ex- 

plained by the Directory as follows: 


+ The accuracy of this rating has been ques- 
tioned by one or more persons who claim to 
have facilities for knowing the facts. 

+ + The accuracy of this rating has been 
questioned by one or more persons who claim 
to have facilities for knowing the facts, and it 
is feared that the doubts expressed do rest 
upon a substantial foundation. 

4¢ +¢ + The editor of the American News- 
paper Directory has offered to verify the cor- 
rectness of a circulation statement furnished by 
this paper, provided the publisher of the pxper 
opel agree to place the necessary facilities at 
his disposal. It was stipulated that the veri- 
fication should be without cost to the publisher 
of the paper, but to this offer the publisher’s 
response was not such as to entirely remove the 
impression of doubt that had been cast on the 
accuracy of the statement furnished. 


Below is given the description of the 
Times as it will appear in the Decem- 
ber issue of the Directory: 


TIMES ek morning except Monday, 
and WEEKLY, Saturdays; independent- 
democratic; daily four pages 18x24, Sunday 
and weekly eight pages 15x22: subscription— 
daily $5, Sunday $2, weekly $1; established— 
daily and Sunday i888, weekly 1866; Times 
Publishing Company, editors and publishers. 
Circulation—Daily: In 1897, “2x1.” Actual 
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average for 1298, 2.937: In 1899, G, 
1900,'7,10 . nimi, “¥] 
Weel * : In 1897,"ax1." Tivibee 1. niet 
In 1900, yI. 

Since this system was adopted the | 
following papers have been dealt with; 


Cal., San Diego. ..Tribune...... 1901 # 
D.C.,Washington.Times. ... .1901 #4 
Ill., Chicago.....-Am. Journal i 
of Health. .1898 #—Dead | 
Chicago Nat’l Banker.1901 #4# | 
Iowa, Ft. Madison. Democrat... .1897 # 
Ft. Madison.Republican. . 1897 + 
Kan., Concordia. .Blade........ 1899 4 + / 
La., New Orleans. L’Abeille.. . .1897 ' 
Mass., Lowell.... 
inn., Minneapo- 
i Represent- 
ative 1897 t 
. H.,Manchester. Advertiser... 1900 # + # 
. J., Paterson ...Guardian....1897 ++ 
. Y., Albany....Argus........1901 4 4 4 
. Y., Catskill.... Examiner....1go1 + 
New York.Bolletino del- 


la Sera ....1901 
New York. Jewish Her- ++ 
ald 1899 + + 
New York.Camera and 
ark Room.1gor + 4 


New beemeee (oy 
and Times.1898 ++ 
New York,.F ruit man’s . 
uide.... . 189944 
New York. Hotel Reg’r. 1897 + 
New York. Leslie’s Ill’d 


Weekly....1897 
New York. Nat’nal Pro- +44 


visioner .. .1897 4 
New York.Outing . 897 + 
Ohio, Cleveland .. Marine Rec’d1899 + 
oledo ..... Even’g News1808 #+# 
Pa., Philadelphia..Even’g Item.1897 + 
HousholdJ’1.1898 # 
R. I., Providence. Evening Tel- 


+ 
+ 
gram 1898 4 4 
+ 


e 
Tenn., Nashville..American ... 
1897 + 


Tex., Houston.... Press 
Wis., Milwaukee..Am’n School 
Board J’1.. 1898 +4 
Oshkosh ., .. Times 

It is an interesting commentary on 
the care with which these marks have 
been attached, that no publisher so 
branded has yet made any effort to 
have the marks removed by permit- 
ting a verification of the report the 
accuracy of which has been thus ques- 
tioned. 


* 
+ 
* 
+ 


—~»~——__—_. 

THE publishers of the American 
Newspaper Directory have an experi- 
ence and an insight into the intricate 
meshes of the public press in North 
America which could hardly be ,ac- 
quired by the ordinary mortal. The 
American Newspaper Directory pre- 
sents a digest of this experience and 
constant observation in quarterly is- 
sues, year after year. The labor saving 
arrangement and tabulations of facts, 
and the true chronicling of the constant 
changes in newspaperdom are of the 
greatest assistance to advertisers to de- 
termine value, character and probable’ 
influence of a newspaper or periodical, 
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Printers’ Inx is the 
most widely read pub- 
lication of its class, and 
to ten years’ continu- 
ous study of its pages 
and a rather large 
use of its advertising 
columns, the editor 
of Current Advertising 
credits avery consider- 
able part of the prog- 
ress he has been able 
to make in the adver- 
tising field.-Charles Aus- 
tin Bates, in Current Adver- 
tsing for October, Igor. 
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SOME MILWAUKEE 
METHODS 


MUNICIPAL COURT — MILWAUKEE 
COUNTY, State of Wisconsin, Plaintiff, 
vs. Albert Huegin, Andrew J. Aikens and 
Melvin A. Hoyt, Defendants. 

The said Andrew J. Aikens, in his own 
proper person, cometh into court, and, having 
heard the information read, pleads thereunto 
and says: 

That he avers, confesses and admits that on 
the sth day of. April, in the year A. D. one 
thousand nine hundred, the Journal Company 
in said information named, at all of said times 

* was and ever since has been, and now is,a 

corporation organized and existing under and 
by virtue of the laws of the State of Wiscon- 
sin, and at all of said times was and now is 
the owner and publisher of a daily newspaper 
and advertising medium known as the Mil- 
waukee Yournal, published at the city of 
Milwaukee, which said newspaper at all of the 
times therein referred to had and now has a 
large circulation as a newspaper and advertis- 
ing medium in the city of Milwaukee and 
throughout the State of Wisconsin and else- 
where, etc. [Balance of paragraph descriptive 
of Journal Co.] 

And further, that the prices for advertise- 
ments and the advertising rates which news- 
papers such as said the Milwaukee Yournal 
and the other newspapers in said information 
mentioned are entitled to charge, and which 
advertisers and patrons are willing to pay, had 
been and are based largely upon the circulation 
of such papers and the number of their readers. 

And further, that early in the year A. D. one 
thousand nine hundred said the Journal Com- 
pany, in good faith, established a new rate for 
advertising in said the Milwaukee Journal, 
based, among other things, upon its increased 
circulation, and notified the patrons of and 
advertisers in the said the Milwaukee Journa/ 
thereof, which said rate for advertising was an 
increase of about twenty-five per centum above 
that which was charged by said the Milwaukee 
Journal Company for like advertising in the 
year A. D. one thousand eight hundred and 
ninety-nine. 

And further, that at all of said times the said 
Andrew J. Aikens was and now is the business 
manager of the Evening Wisconsin, a daily 
newspaper published in the city of Milwaukee 
and having also an extensive circulation and 
devoted to the purposes of a general newspaper 
and to advertising for hire, like unto the said 
the Milwaukee /ourna/; that at all of said 
times said Albert Huegin was the business 


manager of the Milwaukee Sentinel, a daily 
newspaper, published at the city of Milwaukee, 
having an extensive circuiation and devoted to 
the purposes of a general newspaper and to 
advertising for hire, like unto the other news. 
papers aforementioned ; and that at all of said 
times said Melvin A. Hoyt was and now is the 
editor of the Milwaukee Daz/y News and 
president of the News Publishing Company, 
the corporation owning said the Milwaukee 
Daily News, a daily newspaper published at 
the city of Milwaukee, and devoted to the pur- 
poses of a general newspaper and to advertising 
for hire, like unto the other of said newspapers, 

And further, that on or about the fifth day 
of April A. D. one thousand nine hundred, 
the said Andrew J. Aikens, Albert Huegin 
and Melvin A. Hoyt, in furtherance and pur. 
suance of a combination, confederation, asso- 
ciation, agreement and mutual understanding, 
for the purpose then and there and with the 
intent of injuring the said the Journal Com- 
pany in its trade and business, and also the 
said Lucius W. Nieman, Lloyd T. Boyd and 
John W. Schaum, and each of them, in their 
trade and business, and to that end and with 
such purpose and intent, did confederate, 
agree and mutually undertake that if any mer- 
chant or other person or corporation advertis- 
ing or proposing to advertise in said the Mil- 
waukee Journal should pay or agree to payto 
said the Journal Company the increased rate 
for advertising established or fixed by it as 
aforesaid, that then and in that case any such 
person or corporation should not be permitted 
to advertise in any of said other three newspa- 
pers, to-wit, said the Milwaukee Sentinel, 
the Evening Wisconsin and the Milwaukee 
Daily News, unless such merchant, other per- 
son or corporation should advertise in each of 
said three papers and pay to each of them, or 
to the respective owners or proprietors of 
them, a corresponding increase over the rates 
respectively theretofore charged by such other 
three newspapers respectively, to-wit, about 
twenty-five percentum in excess of what said 
last mentioned three papers respectively were 
then charging and had theretofore charged for 
advertising, but that in case any merchant, 
other person or corporation should refuse to 
pay to the said the Journal Company the said 
increased rate established by it as aforesaid for 
advertising in said the Milwaukee Yournal, 
then, and in that case, such merchant or other 
person or corporation so refusing should be at 
liberty to advertise in any or all of the other 





pur- 
SSO- 
ing, 
the 
om- 
the 
and 
heir 
with 


Bn 
s 


PRINTERS’ 


said three newspapers at the rate which had 
theretofore been charged by said other three 
newspapers respectively. 

And further, that a large number of mer- 
chants in the city of Milwaukee, and other 
persons, were at the time of said combination 
and agreement and subsequently thereto ad- 
vertising in all of said newspapers, to wit: 
The Milwaukee Yournal,the Evening Wis- 
consin, the Milwaukee Sextine/ and the Mil- 
waukee Daily News, and that the right or 
privilege to advertise in two or more of said 
papers was and is considered by a large num- 
ber of such merchants and other persons as a 
valuable right and privilege and one much to 
be desired. 

And further, that all or the greater part of 
the patrons of and persons advertising in said 
the Milwaukee Journal were, pursuant to said 
combination and confederacy on the part of 
said Albert Huegin, Andrew J. Aikens and 
Melvin A. Hoyt and in furtherance thereof, 
notified by them of the said agreement and 
combination between the said Aikens, Hoyt 
and Huegin; that many of the patrons and 
advertisers in said the Milwaukee Journal 
were induced thereby to withdraw their adver- 
tisements therefrom, greatly to the injury of 
the business and trade of said the Journal 
Company and of said Lucius W. Nieman, 
Lloyd T. Boyd and John W. Schaum, and that 
pursuant to said combination, agreement and 
confederation, and in furtherance thereof, the 
said Andrew J. Aikens, Albert Huegin and 
Melvin A. Hoyt had refused to allow the ad- 
vertisements of diverse merchants and other 
persons to be inserted in either the Milwaukee 
Sentinel, the Evening Wisconsin or the Mil- 
waukee Daily News aforesaid, and did pre- 
vent the advertisements of diverse merchants 
and other persons from appearing in any or all 
of said last three mentioned newspapers, 
cause such merchant or other persons so pre- 
vented had paid or agreed to pay to said the 
Journal Company the said increased rate for 
advertising established by it as aforesaid, and 
that by reason of said combination and agree- 
ment many merchants in the city of Milwaukee 
and elsewhere and other persons were pre- 
vented from advertising in said the Milwaukee 
Journa/, greatly to the injury of the business 
and trade of said the Journal Company and of 
the said Lucius W. Nieman, Lloyd T. Boyd 
and John W. Schaum, and each of them; and 
that the hereinbefore mentioned acts, inten- 
tions and agreements and combinations were 
done, harbored, made and entered into in trade 
competition, and that sach hereinbefore men- 
tioned acts, intentions, agreements and combi- 
nations, and none other, constitute the alleged 
unlawful conspiracy in said information men- 
tioned. 

And this defendant submits to this honorable 
court that notwithstanding the foregoing the 
State of Wisconsin ought not further prosecute 
the information against him because for more 
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than twenty years last past and at all times in 
said information he was and he now is, and he 
at all said times has been, a lawful citizen of the 
United States and of the State of Wisconsin, 
and that each of his said co-defendants, the 
said Albert Huegin and Melville A. Hoyt, was 
during all said times last mentioned and now is 
a lawful citizen of the United States and of the 
State of Wisconsin, and that during all the 
times in said information mentioned and for 
many years oped to said time this defendant 
and each of his said co-defendants was en 

at the city of Milwaukee, in the county of Mil- 
waukee, in the State of Wisconsin, in his busi- 
ness, trade or calling, of managing the busi- 
ness departments respectively of the news- 
papers mentioned in said information other 
than the Milwaukee Journal and in procuring 
and securing advertising patronage and custom 
for said newspapers last mentioned in lawful 
trade or business competition with said the Mil- 
waukee Journa/, and that therefore this defend- 
ant and his said co-defendants at all times in 
said information mentioned, had and enjoyed 
the right, privilege and immunity of free men 
and as such citizens of the United States and 
of the State of Wisconsin, and as such competi- 
tors in business, any statute of the State of 
Wisconsin or judicia decision of the courts of 
the State of Wisconsin to the contrary notwith- 
standing, under Article 14 of the Constitution 
of the United States to combine, associate, 
confederate and agree together for the purpose 
of injuring the said the Journal Company, or 
any stockholder thereof, in its said the Journal 
Company’s trade and business by doing the 
things and making the agreements in said in- 
formation set out and herein confi and 
admitted. 

Wherefore, the said Andrew J. Aikens prays 
judgment on the said information that it 
quashed and held for naught and go hence- 
forth without day, and will ever pray, etc. 

NDREW J. AIKENS. 

State of Wisconsin, Milwaukee County, ss. : 
Andrew J. Aikens, being duly sworn, says he 
has signed the foregoing plea and knows its 
contents, and that the same is true. 

ANDREW J. AIKENS. 

Subscribed and sworn to before me, October 
21, A. D. 1901. 

EDWARD A. CONWAY, 
Notary Public, Milwaukee Co., Wis. 

Mycommission expires Faregg | I, 1905. 

I certify that in my opinion the foregoing 
plea is good and sufficient in the law. 

W. H. TIMLIN, 
Attorney and Counsellor at Law. 

State of Wisconsin, Municipal Court, Mil- 
waukee County ss.: I, Frank E. Woller, Clerk 
of the Municipal Court, do hereby certify that 
I have compared the foregoing copy with the 
original plea in case State vs. A. 3. Aikens, 
et al.,entered in the action therein entitled, 
that it is a correct transcript therefrom, as the 
same remains of record in my office. 

In testimony whereof I have hereunto set ry 
hand and affixed the seal of said Court, this 26.) 
day of October, A. D. rgor. 

FRANK E. WOLLER, 
Clerk of the Municipal Court. 
{star.] By Thos. V. Dailly, Deputy. 





NOTE 1—Huegin no longer, in any manner, is connected with the Milwau- 
kee Sentinel, which paper, immediately upon change of owner- 
ship last year, repudiated and withdrew from the disgraceful con- 
federacy, whose acts the Supreme Court of the State of Wiscon- 
sin declared, in unmistakable terms, constituted criminal con- 


spirac «. 
NOTE 2—tThe Fourteenth Amendment under which these three honor- 
ables now pray for deliverance gave the darkey his liberty. 
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ADVERTISING TO WOMEN. 

The salient point in the bank adver- 
tising of the day is the directness of 
the address to women. Stress is laid 
on the manner in which her tastes are 
catered to and considered, while the 
very make-up of the leaflets and book- 
lets used is a direct bid for her atten- 
tion. Illustrations are given of corners 
filled with palms, of desks with silver 
fittings, of the white-capped maid in 
attendance, and. even of the teller, as- 
sisting an inexperienced depositor to 
fill out her slip. Perhaps the last page 
may contain some information especial- 
ly intended for mere men, but the chief 
efforts seem devoted to securing the 
custom of women. 

The Second National was the pioneer 
in this direction, and, from the first, 
advertised largely for women’s custom. 
It has kept up the effort well, and still 
produces some good pulling advertising 
in the shape of booklets. 

The Fifth Avenue Bank 
institution that makes a bid for wom- 
en’s custom in its booklets. The Bank 
of New Amsterdam is also noteworth 
for its desire for this business, and al- 
most all the uptown branches of down- 
town banks make a specialty of their 
announcements directed to women, get- 
ting them up in dainty style, and giving 
little touches here and there that par- 
ticularly appeal to femininity.—Fame, 
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“The Evening Journal is the best paper in thé’ 
’—Statement of Fersey City Advertisers. 


the best purchasing public in Jersey City. 
Local and N. Y. City advertisers attest the 
value of the Journal as an advertising 
medium by a large and liberal use of 
its advertising columns. 
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6, since considerably increased,among 
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To Avoid Losing  SeMETS 
Consult Philip Hano & Co. 





“There was a careless merchant 
‘*who sold a barrel of flour, forgot to 
** charge it, and could not remember 
‘whom he sold i: to. A bright idea 
“struck him. He sent a bill for it to 

“each of his customers. Several paid 
“for the barrel of flour which they 
“had not received. Most of them 
“* did not pay and did not trade with 
“* him any more.” 


MORAL: Use the 
Hano .Manifold Systems 


and you won’t overlook charges nor 
drive away customers by poor busi- 
ness methods or careless clerks. 

We goanywhere for business. Rep- 


resentative will call promptly upon 
request, Catalogue sent free. 





PHILIP HANO & CO., 
Carbon Copying Books, 
1 & 3 Union Sq., New York. 











10,000 


Tel., 3293 Cortiand. 





DAILY: SUNDAY: 


10,000 


Youngstown, Ohio, Vindicator 


WEEKLY: 


LEADING DAILY IN NORTHEASTERN OHIO. 


Fer Rates Address 
LaCOSTE and MAXWELL, 38 Park Row, N. Y. 


SPECIAL NEWSPAPER REPRESENTATIVES, 




















TO LET: 


Three offices at No. 10 Spruce St. 
Rent, $600, $500, $400, respectively. 


Apply to Geo. P. Rowett & Co., 
owners, on the premises. 
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RIPANS 

Ripans Tabules are used 
in my family constantly. 
If any of us indulge in over- 
eating, the Tabules are re- 
sorted to at once, and 
doubtless often when it is 
really unnecessary. I am 
continually extolling their 
merits. 


At druggists. 
The Five-Cent packet is erough for an 
ordinary occasion. The he bottle, 
60 cents, contains a supply for a year. 














The wae 
Cumberland 
Presbyterian 


The Official Organ of the Cum- 
berland Presbyterian Church. The 
only paper of general circulation 
published in the interest of the 
200,000 members constituting the 
denomination which it represents. 
One of the few religious papers 
which furnishes a sworn state- 
ment of circulation, and one of still 
fewer papers of any kind which 
place a positive guaranty between 
reader and advertiser. For rates 
or other information address 


C. P. PUBLISHING HOUSE, 
Nashville, Tenn. 














Che Magazine 
of IMbysteries 


Is a phenomenal success and 
has jumped into an _unprece- 
dented popularity in a few 
months. The six issues were 
as follows: May 5,000, June 
8,000, July 10,000, August 
12,000, September 12,000, 
then 2,000 more were printed 
to supply the demand for the 
September number. The 
October issue was 20,500 
copies and the first edition 
for November was 30,000 
copies. 


Have You Seen It? 


You can have a copy gratis if 
you will send your name and 
address, with a stamp, and sty 
that you saw this offer in 
this paper. 


Worth $100 a Year. 


Gentlemen: 

Inclosed please find postoffice order for 
one dollor for my subscription to your 
MaGazine or Mysterias. I can 
wait for the next number and would com 
sider it cheap at ONE HUNDRED 
DOLLARS A YEAR. Money coma 
buy the benefit I have derived from the 
four copies already received. 


JNO. C. CHILDS, Rome, Ga. 





Fora free sample copy address with stamp, 


Chompson 5 Zo., 
22 1. William $t., f. ¥. 
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Tue Satnt Paut GLose 


is the official paper of the city. 


C. Hi. EDDY, Eastern Representative, - 
10 Spruce St., N. Y. 























WHEN ADVERTISERS BUY SPACE IN THE 


JOLIET DAILY NEWS 


they are sure to be in good company. 
No fakes, no whisky, no ‘‘ weak men” 
quacks or frauds get into its columns. 





H. E. BALDWIN, Advertising Manager. 

















AND NOW IT’S 10,000 


The Press R epublic 


SPRINGFIELD, OHIO, 


Is rapidly becoming the whole thing in Central 
Ohio. In less than two years its circulation has 
increased more than 300 per cent, and now it’s 
guaranteed to avetage 10,000 paid circulation daily. 
The Citizen’s National Bank will pay $1,000 to the 
first advertiser proving our sworn circulation state- 
ments to be untrue, or proving the actual paid circu- 
lation of the Press RepusLic is less than the com- 
bined circulation of all other Springfield daily papers. 











La Coste & Maxwell, *° 7°" vvicrn Representatives. 
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Thirty Different Church Magazines 
| for thirty lead: ing Churches of dif- 
rent denominations in re New 
York, Washington, on, B 
A DIFFERENT Dp ote SPRINTED 
EACH DAY OF THE MONTH 
for a different Church—the 30 in 30 days. 
AN EXCELLENT ADVERTISING 5 
bythe meral advertiser. Usedand 
he 


Van Houten’ 's Cocoa, be! 
Root-beer, Electro Bilicon, 


Uneeda Biscuit, Winslow’s Syrup, avis | 


Co. and many others, on annual cont 

These journa is pay such advertisers and will 

pay you. Send for specimen copies and rates to 

THE CHURCH PRESS ASSOCIATION 
200 South 10th 8t., Philadelphia, Pa. 

















The Patriot 


HARRISBURG, PA. 


Actual average circulation 
for year ending 


OCTOBER, 1900, 


7.831 


DAILY. 


Only Morning 
Paper. 











Luther R. 
Ifiar'sh, 


The eminent New York lawyet, 
who was at one time a law 
partner of Daniel Webster, and 
who is now upwards of ninety 
ears of age, writes us, undef 


date of August 10, 1901: “Yout 
Magazine of Mysteries 


teaches out with long atms 
covering the whole field of Psy- 
chic and Spiritual Truths. .] 
am so well pleased with it | 
wish it continued to my address 
regularly and to that end inclose 
one dollar for a year’s subscrip- 
tion.” 


A 
Sample Zopy 
Free, 


Every reader of this paper can 
have a sample copy free by send- 
ing their name and address with 
a two-cent stamp to Thompson 
& Co., Publishers, 22 North 
William Street, New York City, 
and saying that they saw this 
offer in Printers’ Ink. 


In seven issues the circulation has 
reached 30,000 copies. The Septem- 
ber and October issues had to be re- 
printed to supply the demand. 
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READY-MADE ADVERTISEMENTS? 





cards or circulars, and any other sugg 


f PRINTERS’ InK are invitedto send modeladvertisements,ideas for window 
Renders 0 sti for b ring this department. 








The approach of Thanksgiving 
emphasizes a great many needs 
‘and hastens many a purchase that 
‘would otherwise be deferred. It’s 
‘sort of a “sprucing up”’ time about 
‘the. house and person, and there 
‘comes a certain spirit of liberality 
'if buying, which is not so apparent 
‘at-any other season save Christ- 


mas. . . . 
' That’s why this is a good time 


to. seek out 


and advertise the 


things in your stock which supply 
some real or fancied Thanksgiv- 


ing need. 


There are such things 


‘in nearly every line of business, 
and if their desirability is properly 
and persuasively presented, there is 

i pretty sure to be a prompt and 

' worth while response. 


' 


If none of the ads here repro- 


duced is written for your particu- 


lar line, you may find among them 
‘one which, with a slight change 
here and there, will fit your case 
exactly. 


Try it. 
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utensils 


pr 


ing very desirable carving 
sets at 4 
Put up in special boxes. 


arving Sets for 
hanksgiving 


With Thanksgiving close 
hand and the Christmas 
lidays to follow, carving 
assume a_ special 
ominence. We are offer- 


attractive prices. 











Thanksgiving 
Family 
Dinner, $1.95 


9-lb. turkey, 


I 


I 
I 
I 


1-lb. can plum pudding, 


I 
I 
2 
I 


all packed in basket, 


pkg. Armour’s or New 
England mincemeat, 
bunch celery, 

pkg. poultry seasoning, 
bunch parsley, 


quart cranberries, 
lb. layer raisins, 
lbs. sweet potatoes, 
lb, mixed nuts— 


1.95 











For the Benefit of 
the Workingmen 


to whom Thanksgiving 
comes as a holiday and for 
whose patronage we desire 
to show our appreciation, 
we will keep open to-mor- 
row (Wednesday) from 8 
a.m. to 1:30 p.m., and of- 
fer the following items for 
less than actual cost. Ex- 
tra salesmen to care for 
your wants. Come early. 








China Closets 


A China Closet is anoth- 
er dining room _ necessity 
that you may desire before 
Thanksgiving Day. Per- 
mit us to say that the larg- 
est gathering in Hartford 1s 
now congregated under our 
roof, and there isn’t any, 
no matter where you go, 
that can excel them either 
in finish, design, make-up 
or workmanship. They are 
artistic and strong and 
won’t fall down by hard 
usage. We have some in 
Oak and Mahogany with 
glass shelves and doors and 
mirror backs. Come early 
this week and look them 
over. 

















How Are You 
Fixed for 


Underwear? 
In fixing up for Thanks- 


giving perhaps you'll need 
some Underwear. We can 
supply the want to the 
queen’s taste, and in the 
appended list of prices 
you'll recognize the fact 
that the undergarments, 


though all standard goods, 
are considerably under- 


priced. Fleece lined Un- 
derwear, both Shirts and 
Drawers, 39c each. (Other 


descriptions and prices.) 
Then for the Furnish- 
ings, Suits, Overcoats, and 
Suits come here in decking 
out for the holiday—our 
stock is varied enough for 
every taste. 
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Maple Syrup 
The real genuine kind, 
made in Corinth, Maine. 
This Syrup is as good as it 
was last Spring, when it 
was made. In air tight 
cans, two quarts each, 
60c a Can. 








Double Roasters 


of mighty good sheet 
iron — stout, solid, well 
made—price only 29c as a 
special leader. 
Other sizes and grades 
way below ordinary costs. 
And all so good! 
















Extension Tables | 


These artistic tab 
which are exhibited reo 
this week would surely de. 
light the heart of the en. 
tertaining woman as _ the 
guests gather around the 
“festive board.” They are 
tables which any one may 
feel proud of; if you’re go- 
ing to have an extension 
table, better get it before | 
Thanksgiving. Our unex. 
celled exhibit comprises ta- 
bles in Oak and Mahogany 
in all sizes, some with a 
wealth of carving and some 
plain. The designs are 
new and exclusive and the 
tables are made by the best 
workmen that can be pro- 
cured. 








For Thanksgiving 


It’s of great importance 
with what style the Nation- 
al bird is carved. Have you 
cutlery in keeping with the 
Thanksgiving dinner? 

Our House Furnishing 
store is anxious to bring to 
your notice carvers fit’ to 
grace any occasion—special 
preparations made for meet- 
ing every demand of 
Thanksgiving time — meat 
carvers, game carvers, small 
bird carvers—every blade 
“true” steel and handles 
and mountings in full as- 
sortment. 

Every piece of cutlery 
which goes out of this store 
has our guarantee back of 
it. 

Some carving sets. the 
turkey won’t be ashamed 
of. Prices are most rea- 
sonable. 





At Your Servies 3 
Gentlemen 


Thanksgiving week is the 
week you put us to the test, 
and the week we put our 
best foot forward. All 
we’ve said about our Fancy 
Shirts, Underwear, Neck- 
wear, Hats, Fancy Vests, 
Pajamas and kindred arti- 
cles will rebound upon you 
when you come to-morrow. 
We have the best of the 
style argument and the 
price argument, too. And 
the reward is all yours. 

Don’t _ buy nderwear 
until you’ve seen our Dol- 
lar Garments. They’re soft 
and woolly and _ they’re 
stayers. 























Get An Overcoat 
Before 
Thanksgiving 


No use putting it off any 
longer—we have just the 
coat that you’ve been ad- 
miring on some one else— 
ou can buy the overcoat 
best here because we are 
manufacturers and know 
that they are carefully tail- 
ored from one end to the 
other. Manufacturing as 
we do, overcoats for 25 big 
stores, we can cut out the 
middleman’s profit and give 
you better value for credit 
than others can for cash. 
The same argument applies 
to winter suits and we have 
some dandy ones. 


Something Good 
For Thanksgiving 


Of course you are going 
to have something good to 
drink Thanksgiving Day. 

If you are an average hu- 
man being you'll want the 
best for your money that 
you can get. 

We believe you can get 
the best here—you know 
our reputation for selling 
pure liquors is second to 
none in New England. 

Below you will find some 
suggestions for making the 
day more enjoyable. Send 
our order by mail or by 
phone if you choose and it 
will be delivered promptly 
and free of expense to you. 

California randy (for 
mince pies), $1 quart. 

(Other prices and par- 





























ticulars.) 











| Thanksgiving 
Millinery Sale 


To-day and to-morrow we 
will have a special clear- 
ance sale of Trimmed Hats 
and Ready-to-Wear Hats. 
We shall offer several hun- 
dred beautiful new Hats 
that have just come from 
our workrooms. New mid- 
winter styles that will be 
shown for the first time to- 
day. For the past two 
weeks our milliners have 
been getting ready for this 
sale, and it offers a rare op- 
portunity. The prices will 
be about half, in many in- 
stances less than the cost 
of the materials. 











Advance Sale of 
Thanksgiving 
Linens 


For the next two weeks 
we'll sell Table Linens by 
the yard and in_ pattern 
cloths, also Napkins and 
Fancy Cloths for less than 
any house in the country 
can import them _ to-day. 
The reason is this: We con- 
tracted for them over a 
year ago. Hence these low 
prices. i 














Dinner Chairs 
Half Price 


This is a fortunate offer- 
ing for those who expect to 
entertain guests on Thanks- 
giving Day. Extra dining- 
room chairs are always 
needed. 

We have an _  accumula- 
tion of odd arm and side 
chairs for the dining-room; 
probably two hundred alto- 
gether; in oak and mahog- 
any—mostly in oak. Some 
have cane seats, others have 
leather seats, still others 
have leather seat and back. 
Some are quite plain, oth- 
ers elaborately carved. Sam- 
ples from our regular lines; 
nice for sitting-room or 
hall, or dining-room. Most- 
ly one of a kind, but of 
some we have from two to 
a dozen. Half price means 
almost giving them away. 
Prices range this way: 
$1.25 from $2.50, up to $11 
from $22 for the best. 

There are also a number 
of fine dining-room chairs 
marked a third under value 
—you may prefer to save a 
little less to be _ better 
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Hat Convention 


The new hats for men 
are here in every style that 
is serviceable. They are 
quality hats and whether 
you. pay $1.50 or $3 you 
get your money’s worth of 
at—we don’t ask you to 
pay for the name. 











Some 
Thanksgiving 
Day Helps 


Cooking, preparing and 
serving a Thanksgiving din- 
ner is one of the pleasures 
of the American house- 
wife. 

The complete success of 
this task depends largely 
upon the kinds of goods 
you have to work with. 

The right kinds of up-to- 
date kitchen fixings and 
crockery—the kinds you'll 
find here—will aid you in 
making this task a pleasure. 

You'll find us prepared 
to fill your wants, in almost 
everything you'll want to 
cook, repare and _ serve 
your hanksgiving dinner 
with, easily and _  success- 
fully, and everything at our 
usual low prices. 











Good Things’ For 
Thanksgiving 


First of all comes the 
Connecticut turkeys. 

Splendid’ specimens of 
the great American bird— 
fat, tender, well bred tur- 
keys. 

hen there will be plenty 
of fancy chickens and 
ducks—the very finest that 
can be procured. 

It’s a good idea to order 
early—there will be noth- 
ing disappointing in our 
whole poultry stock. 

While the Thanksgiving 
festivities are uppermost in 
your thoughts, don’t pass 
this store in search of fruit, 
table raisins, celery, spices, 
superior canned fruit, or 
any of the side issues so 
essential to a perfect din- 
ner 
You can find them all 
here, new goods and good 
goods, and at prices that 
will make friends for this 














pleased among them. 





store. 
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WATCH THE LITTLE FELLOW. 


Many of the large general advertisers and some publishers. 
and some of the so-called high-grade publishers affect to despise 
and ignore the small advertiser. 

Some large advertisers refuse to patronize publications that 
carry large lines of small advertising. Many of the so-called 
high-grade publishers use as part of their advertising argument, 
“that they do not accept these little advertisements.” In most 
cases they can’t get them, that is the principal reason that they 
do not accept them. 


HE BUYS THE EXPERIENCE. 


It is a well known fact that the “little fellow” is the 
Pioneer, the one who experiments with mediums of all kinds and 
who is compelled to buy his experience at the highest market 
price. There is no better testimonial of thé value of a publi- 
cation to advertisers than the fact that it carries a large number 
of the “little fellows” in every issue, as it is the rule that the 
small advertiser is absolutely dependent upon the direct returns 
from his advertising. 

A few successful advertisers have made it a rule to unhesitat- 
ingly add to their list mediums that carry large lines of small 
advertisements. 


150 LITTLE FELLOWS 


Advertisements of less than one inch space appeared in each 
issue of THE HEARTHSTONE this last season. About twenty- 
five per cent of our entire advertising space is occupied by the 
small advertisements calling for direct returns and in almost 
every case the announcement is Keyed, as most of these adver- 
tisers must know exactly what publications pay in order that 
they may continue to do business. 

The average circulation for the past twelve months, shown 
by original Postoffice Mailing Receipts, EXCEEDED 


787,000 COPIES MONTHLY. 


ADVERTISING RATE. 
Display — $2.25 per agate line per month. 
Reading— 3.80 per line agate measure. 

No time discount. No short rates. 


Address THE A. D. PORTER CO., Publishers, 
52 to 58 Duane Street, New York. 
CHICAGO OFFICE: 








134 Monroe Street, Chicago. 
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ALL 


advertisers who desire to 
cover the Chicago field. 


USE 


the paper that is read in the 


homes of the people, 


The 
Chronicle 


It covers Illinois, Wiscon- 
sin, lowa, Northern Indiana 
and Southern Michigan. 
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. THE... 
WICHITA EAGLE 


Is Not Installing a 


... NEW... 
QUAD PRESS 


As an advertisement, but because it 
is forced to do so on account of .its 


CIRCULATION AND 
INCREASED VOLUME 
OF BUSINESS 


ee4 


R. P. MURDOCK, Business Manager | 
§.C. BECKWITH SPECIAL AGENCY | — 


Tribune Building, New York City 
The Rookery, w& Chicago 
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TIME IS MONEY 


ORDER. MERIDIAN, TEX. June 15, 1901. 
PRINTERS INK JONSON, 17 Spruce Street, New York. 

DEAR S1IR:—We have been reading your ads in PRINTERS’ INK ever 
since you have been in the ink business and could have saved many dollars 
if we had given you all our orders for inks since that time. We pay 11 cents 
for news ink now, f. 0. b. Dallas, which makes it cost laid down about 
12 cents, and then get a second-class ink, 

This is a trial order of $7.85, and if the goods prove O. K. you can 
count on us being your regular patrons and we will order a 500 lb. barrel of 
the news ink soon. E 

Thanking you for your kindness in this matter and with best wishes, we are 

Yours truly, THE TRIBUNE PRINTING CO,, 
Per Levi A. DUNLAP. 


DELIVERY. MERIDIAN, TEX., July 6, 1901. 
PRINTERS INK JONSON, 17 Spruce Street, New York. 

DEAR SiR :—The inks ordered from you some time ago came yesterday. 

We have only tested one tube of the ink and find it equal to the kind 
we have been paying $2.40 net, which you sold us for 30 cents one-fourth 
pound, or $1.20 per pound—save just half by buying from you. After we 
have tested all the inks will write you fully about the matter. The only 
Texas priaters’ supply house charges us 11 cents for news. 

Yours truly, THE TRIBUNE PRINTING CO., 

Per Levi A. DuNLAapP. 


TESTIMONIAL. MERIDIAN, TEX., October g, 1901. 
PRINTERS INK JONSON, 17 Spruce Street, New York. 

DEAR SIR :—We have thoroughly tested your inks, both carmines, fine 
job and gloss and news, and find same much better than the inks we have 
been using and for which we paid two or three times as much. 

Upon examination and comparison, we find that by buying the $8.00 
worth of inks from you, we saved at least $7.50, including freight, not allow- 
ing anything for the better quality. 

The writer has asked nearly every printer that has worked for him for 
the past ten years if he ever used the “ Rabbit Foot Brand” of ink and has 
found that all had heard of the ink, but only one had ever used it; he said it 
was O.K. We think if you can once place some orders in Texas you will do 
a good business here. 

Mr. George P. Wheat was foreman of this office when the first order of 
inks from you was received, and he can give you a better testimonial than 
we can, as he really had more actual experience with the ink than we did. 
He is now foreman of the Stockman Publishing Company, Colorado, Texas. 

With best wishes for your cpntinued success, we are 

Yours truly, THE TRIBUNE PRINTING CO.,, 
Per Levi A. DUNLAP. 











Send for a copy of my price list. Compare it with what you have 
been paying for inks on credit, and if you do not find the differ- 
ence as Mr, Dunlap states, I will not expect your orders. Don’t 
forget that your money will be refunded if the goods are not 
found as represented. My list of customers is fast reaching the 
nine thousand mark, and the sun never sets on the circuit which 
they cover. Address 


PRINTERS INK JONSON 
17 Spruce St., New York 
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PRINTERS’ INK. 


At Gain of 1 
509 Columns 


Or more than two pages of advertising per day, and 
an increase of over twelve thousand copies per day in 
circulation is the unparalleled showing of 


| Suavereua INQUIRER 


For the Month of October, 1901, 


as compared with the corresponding month of last year. 

In addition to this, The Inquirer during the same 
month has broken all former records for Want Adver- 
tising in Philadelphia with 





A GRAND PAID 
rota. ff 76 Qo want 
OF 9 ADS. 
For one solid month of unbroken prosperity this mag- 
nificent record surpasses that of any other newspaper. 


|But this ts Not All! 


By looking through the comparative table of advertising 
in all the Philadelphia morning newspapers it is seen that 


The Inquirer Contained over Five Hundred 
More Columns of Advertising than were 
Printed in any other Philadelphia newspaper. 


This is a remarkable showing, even for Phila- 
delphia’s greatest newspaper, and is proof beyond ques- 
tion that The Inquirer is one of the best advertising 
mediums in the entire United States. 

Following is the comparative statement of the num- 
ber of columns of advertising in the Philadelphia news- 
papers for the months of October, 1901 and 1900. 


October,1901 October,1900 Increase 


Inquirer, 2463 cols. 1954 cols. 509 cols, 
Record, 1915 cols. 1593 cols. 322 cols. 
Times, 843 cols. 715 cols. 128 cols. 
Press, 1495 cols. 1439 cols. 56 cols. 
Ledger, 1265 cols. 1156 cols. 109 cols. 
N, Amer., 1249 cols. 1087 cols. 162 cols. 

In order that these comparisons may be without question, they are all computed 
et = — measurement of fourteen lines to the inch and three hundred lines to 























